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As prices rise consumers become more and more qual- 
ity-conscious. They devote more thought to what they 
buy .. . and grow steadily more selective in their pur- 
chases. Critical of quality, they have learned to pick 


and choose before parting with their dollars. 


Today, and in the future, consumers will confine their 
purchases to products that have stood the quality 
test .. . and will buy from the merchant who has pre- 
served his reputation with merchandise which, over a 
period of years, has maintained the most rigid quality 


standards. 


In PEACOCK SHOES the combination of careful work- 
manship and finest materials has built not only a splen- 
did reputation for quality .. . but consumer demand 

"as welll The repeat business they build is a tribute to 
the enduring satisfaction which their quality gives. 
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BOYD-WRIGHT SHOE CO. 
SAINT LOUIS © - UL. S.A. 
PEACOCK SHOES “ONE OF AMERICA'S FOREMOST STYLE NAMES™ 


When writing advertisers please mention Boot and Shoe Recorder 
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The VOICE of the TRADE 


ELVILLE KAUFMANN, pres- 
ident of the California Shoe 
Retailers Association, says: 

“There is no return to what Don- 
ald Richberg terms ‘the gold-plated 
anarchy that masked as rugged in- 
dividualism.’ Ruthless competition, 
unfair trade practices and labor 


THE N.R.A, 
IS ROTTEN 
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that is sweated are still sought for 
by many men who are hoping that 
the New Deal will fail. Such er- 
roneous wish thinking, however, 
cannot lead to a return of the type 
of capitalism that we are familiar 
with. It can only lead to revolu- 
tion, disaster and chaos and more 
radicalism and drastic measures 
than anyone is willing even now to 
give serious thought to. , 

“Tf the New Deal, therefore, is to 
be ultimately a solution of the 
economic depression that has beset 
us, we must look up to it as a last- 
ing actuality, not as a temporary 
palliative. We must recognize and 
correct its faults, yet cooperate 
with its progressiveness, because 
only by so doing can ALL Ameri- 
cans realize President Roosevelt’s 
ideal of a more abundant life. The 
policies of the New Deal must be 
enlarged, amplified, reinterpreted 
and made more meaningful. They 
should not be viewed, as many 
would, as a piece of wish thinking 
on the part of the new Administra- 


tion and its supporters. Wish 
thinking has failed in the past; the 
present economic situation demands 
that this new piece of New Deal 
wish. thinking be perpetuated, un- 
less we are ready and willing to 
take the consequences of a situa- 
tion that can be written only in let- 
ters of blood.” 


% % * 


ARD MELVILLE, president 

of the National Council of 
Shoe Retailers, says: 

“The local Retail Code Authority 


should be the real governing body 


for the retail trade. It is, or should 


be, intimately informed concerning 
conditions in its community, and 
if its members take a_ properly 
broad-gage view of the problems 
involved and will work with neces- 
sary and complete impartiality, it 
should prove a really remarkable 
factor in bringing to retailers the 
real advantages which are inherent 


in the Retail Code but which will 


aie UP TO YO 
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be realized by the retail trade only 
through definite and brass-tacks co- 
operative effort. 

“Most of us are apt to feel that 
it is someone’s else job to take the 
initiative in such a thing as organ- 
izing a local Retail Code Author- 
ity. We perhaps expect the local 
Chamber of Commerce or some 
local trade or civic association to 


be the moving factor. It is their 
natural province to take such ac- 
tion, but they have no exclusive 
right to the duty or privilege. Any 
group of merchants concerned with 
the administration of the Code may 
take the first steps.” 

* * * 

YOU MISIT THE DENTIST— 


—TAKE CARE OF YouR. 
Eves =— SUT 


R. M. JAY CHANIN, execu- 

tive secretary of the Podia- 
trists’ Research Association, Inc., 
says: 

“Two Good Friends — YOUR 
FEET! Do you know... 

“That—there are 52 bones in the 
feet; that this is precisely one- 
fourth of the total number com- 
prised in the body and that, hence, 
there are at least 52 valid reasons 
for their care? 

“That incorrectly-fitted — stock- 
ings occasion at times quite as 
much damage as ill-fitted shoes? 

“That the care of the feet is just 
as vital as the eyes, teeth or ton- 
sils, inasmuch as they are deprived 
of light and ventilation? 

“That your feet constitute the 
‘foundation’ of the human skeleton, 
and that no structure is perfect 
which possesses a defective foun- 
dation? 

“That while one may be able to 
conceal the presence of a corn, it 
is hardly likely that she may be 
able to hide its ill effects? 

“That foot health and comfort 














travel hand in hand; comfort of 
the feet governs comfort of the 
body? 

“That wet feet are specifically 
conducive to the development of 
colds and sequelae? 

“That ‘cold feet’ are not always 
due to a sudden change of heart 
or mind; poor circulation may be 
the cause? 

“That postural defects—an incor- 
rect attitude either in standing or 
walking—produces a curvature of 
the spine? 

“That not alone tight shoes but 
loose ones as well are largely re- 
sponsible for a govd deal of foot 


misery?” 
* * * 


G. HOWES, president of 
e Howes Bros. Co., sole leather 
merchants, says: 

“While the future is somewhat 
clouded with uncertainty, the tan- 
ning industry has had a very suc- 
cessful year and is fundamentally 
in a healthy position, as the supply 
of sole leather is not out of propor- 
tion to the demands.” 


R. EDWIN A. ELLIOTT, Dep- 

uty Administrator of the 

NRA, speaking before the Middle 

Atlantic Shoe Retailers Associa- 
tion, said: 

“The new frontier which Presi- 
dent Roosevelt has discovered is 
the Frontier of Cooperation, and he 
has introduced it to our people in 
the form of the National Indus- 
trial Recovery Act—the most 
vital, the most forward-looking, 
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and the most constructive legisla- 
tion written on the statute books 
in our nation’s history. 

“This legislation is not socialism 
as many have charged. Instead, it 
is a proposal making for a coopera- 
tively planned, and a liberalized 
Capitalism. It is an honest effort 
of an intelligent President to re- 
make an outworn and impotent 
system. 

“We are beginning — with our 
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YOUR DOLLARS 


—A friend of mine recently said: 
“According to my way of figuring 
President Roosevelt’s dollar de- 
valuation plan has cut my income 
by 40 per cent. How about it? 

—If my friend is considering his dollars in 
relation to foreign currencies, he is right. 

—But if he is considering his dollars, as he 
should, in relation to domestic purchasing 
power, he is all wrong. 

—Our dollar today has a purchasing power 
in our country equal to approximately 130 
cents as against our gold backed 100 
cent dollar of 1923. 

—And | see no danger of an immediate 
rise in prices that should seriously jeop- 
ardize this purchasing power. 

—So, my advice to my friend and to you, is 
to quit worrying about the present or 
future value of your dollars, and to work 
harder than ever to make more dollars, if 
you need them or want them. 

—We are making very real progress right 


eee 


President. 





President leading us—to build a 
new economic order founded on 
justice. The old world is dying— 
a new world must be born. 

“We need also a New Motive. 
We need less of self interest and 
more of the common interest domi- 
nating our actions. What we do for 
ourselves dies with us. What we 
do for our community and our 
brother man lives on and on 
through eternity. 

“We need also and finally a New 
Program—a program built on ser- 
vice, built on cooperation, and 
built on good will. 


* * 





* 





HE Insurance Committee of the 
National Shoe Retailers Asso- 
ciation reports the most successful 
year as 1933. Net premiums writ- 
ten increased 8 per cent, assets in- 
creased 16 per cent, and net cash 
surplus increased 20 per cent. The 
Insurance Committee cautions mer- 
chants to study coverage in the light 
of stock carried and says: 
“Retail shoe stock fell to an ir- 
reducible minimum during the 
years 1929 through 1931 but have 
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undergone a gradual replenishment 
through 1933. Shoes in the stores 
had fallen to such a low level that 
stock increases became necessary 
if merchants were to continue to 
serve their trade. In addition, ris- 
ing markets on hides, leather and 
shoe materials of all kinds stimu- 
lated the building up of retail in- 
ventories. The movement has been 
gradual and has not taken on a 
speculative character, as retail buy- 
ing is still influenced by the policy 
of extreme caution which has been 
followed all during the depression. 
However, there can be no question 
but that stocks are heavier.” 


C. RENEAU of Lancaster, 
e N. H., gives us his philos- 
ophy: 


“T may not be a merchant prince; 
but I am the big boss in my own 
home town. I know shoes, as well 
as human nature. Folks come to 
me for miles around for my shoes, 
and accept my judgment as surely 
as they would take a sentence from 
a judge. 

“I keep in touch with the outside 
world, through the RecorpErR for 
shoes, and the metropolitan papers 
for news and comment of the day. 
I could be the town oracle if I 
wished. I’ve refused to be chair- 
man of the Board of Selectmen. I 
am content to be an ordinary mem- 
ber of the Board of Trade, for that’s 
a chance to get in some good work. 
I belong to all the clubs. 

“Up the street, a half mile or an 
easy walk, I’ve as pretty a home as 





(’M BOSS HERE 
mer 










there is for miles around—green 
grass on the lawn and flowers, too, 
and vegetables in the back yard, 
and there’s a small mountain, cov- 
ered with forests, not so very far 
beyond. 

“My clerk opens up the store at 
seven o'clock in the morning, to 
catch the early trade, and I walk 
down to my office along in the mid- 
dle of the morning. I can take an 
afternoon off ’most any time I 
please. I can stop and gossip with 















BOOT AND SHOE RECORDER,. February 10, 


my friends and customers. We 
don’t know how to rush business up 
here. But we do know how to live. 

“Each week-end, I go over my 
books, to my satisfaction, for my 
bank balance shows a steady gain 
in the long run. 

“T may not be a merchant prince; 
but I’m the big boss in my own 


home town.” 
* * * 


HE Leather and Shoe Findings 

Trade, a division of the Whole- 
saling or Distributing Trade, holds 
a public hearing on Feb. 12 in 
Washington on its supplement to 
the code of fair competition. The 
trade practice clause considers an 
unfair method of competition to 
be: 
“SALES BELOW COST—To sell 
or offer for sale any product at a 
price less than established by the 
cost-finding system provided by 
Article II, Section 2, Paragraph 
(a); provided, however, that any 
member may sell any product at 
a ‘price as low as the price set by 
any competitor who sells at or 
above his cost, in his trade area, on 
products which are identical; pro- 
vided, that obsolete merchandise, or 
merchandise for complete final 
liquidation may be marketed on 
such terms and conditions as the 
Divisional Code Authority may ap- 


prove.” 
* * * 


TANLEY OLSHWANGER, 
president of the St. Louis 
Novelty Shoe Co., feels very opti- 
mistic for the Spring of 1934, and 
to prove it, has purchased his re- 
quirements early. He says: 
“While everyone was debating 
and discussing the materials and 
styles for the Spring, I felt that 
my guess was as good as the next 


fellow’s, and, therefore, wish to ex- 


press my opinion as I see it. While 
everyone appears to be skeptical 
about grey kid, I believe that grey 
kid about Feb. 15 will be in the 
picture in a big way. Some of the 
dress manufacturers who have not 
sold many greys on their early 
Spring trip, tell me they feel more 
enthused at this particular time, and 
are talking grey kid a little 
stronger. We all feel confident and 
know that white shoes will be very 
big this season, but there is no need 


1934 


of anticipating too far ahead on 
white shoes unless a merchant is lo- 
cated down South or on the Coast. 

“We must first concentrate on 
what we have to sell for the months 
of February and March, and not 
worry so much about our April 
and May requirements, for, after 
all, the bulk of white shoes is not 
actually sold until April and May. 
The average merchant is not going 
to speculate and buy as wild as he 
did last June, as he has learned his 
lesson, and it appears to me that 
the jobber will be in the picture 
this season bigger than ever.” 


* * * 


OBERT W. BLISS of Janes- 
ville, Wis., says: 

“Southern Wisconsin shows more 
prosperity than any city trading 
area in the country. Chevrolet and 
Fisher Body Companies opened 
their plants here after 114 years 


closing. Because of labor troubles 
in Flint and Detroit they are mov- 
ing district sales organizations here 
from Chicago, will enlarge the 
Janesville sales area, and make this 
the biggest assembly plant for 
Chevrolet in the United States, em- 
ploying 2500, perhaps more. 

“Hundreds have been placed on 
jobs. The city is beginning a large 
sewage disposal plant. Recovery is 
here if we work for it.” 


* * * 


NKLE mufflets are on the way. 
This much discussed accessory 
for warmth has at last made its 
appearance, and it is possible we 
may see them a part of next Fall’s 
style picture during the football 
season. Made of wool skins, with 
the wool side in and a zipper pull 
on the outside, the first samples 
have been produced in dark gray 
and taupe shades. 


FAINT HEART — 
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—NE’ER WON FAIR LADY!!! 
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A Good Idea Gone Wrong. That's 


what this men’s shoe buyer thinks 







of Summer-weight shoes, as orig- 






inally designed and promoted. 






But he still sees an opportunity 






to sell Summer-weights profita- 






bly. And in this article he tells 






Recorder readers how 






ERNEST J. SMITH 


BUILD ‘EM TO WEAR 


By ERNEST J. SMITH 
Men's Shoe Buyer, JOHN WANAMAKER, New York 















N checking the men’s shoe program for the coming Summer with the cloth- 
ing program, we find that all the noise of last year relative to light-weight 
Summer clothing was justified and will have even more justification 
this year. 

But there are many men who will not wear anything of a sport shoe nature 
to business or in town. This is a relatively large group which comprises 
many strata—all the way from bankers to gamblers, if such a distinction 
may be drawn. From my own experience, a plain, high-grade, light-weight 
shoe appeals to a great many in the theatrical profession and to Broadway 
play-boys. They are good for a pair a month during the season. 

There are many business men not in the foregoing classes who will wear 
light weight business suits this Summer. They will not think of putting 
on a linen suit for city wear. They will want a comfortable shoe for the 
hot weather but will not wear a sport shoe any more than they would be 
seen with a ventilated shoe. They will be in the market for a light-weight 
shoe which is in keeping with their usual mode of dressing. 

The potential market is there, but what about developing this market? 

There has been quite a furore relative to the marketing of Summer-weight 
shoes, both by manufacturers and those whose business it is to distribute 
them, but no great results were achieved. The latter class should know 
the public’s buying proclivities well, but it seems that they have gone astray 
many times. 

If one would use shoes just for dress and semi-dress, the real light weight 
fills the gap. But the average man in the course of his business, profession, 
or daily routine has to stand and walk more than he or any one else realizes. 
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Often it is not until he has tried one of these extremely 
light-weight shoes that he finds he really needs under 
his feet more of the protective element for which shoes 
were originally designed and gradually developed. 

What are a couple of ounces on each foot? Just a 
mere trifle, which means so much to the ultimate satis- 
faction of the wearer, may tip the scales. They may 
add the stabilizing assurance of comfort and lasting 
good looks which will cause the customer to return for 
another pair. 

Names like “Featherweight,” “Bamtam Weight” and 
the like defeated the very reason for the selling of these 
shoes in any great volume. The average man would 
instantly reason that a shoe built so light would not 
give him the necessary wear. And he was right. Win- 
dow displays showing a shoe balanced in a scale with a 
feather as the counter balance were dramatic ways of 
telling the lightness of the shoes; but men feel they need 
more under their feet than the suggested lightness of a 
feather. 

Manufacturers made the shoes as light as possible. 
They told the retailers that the shoes would not wear. 
The merchants carefully instructed their sales staff on 
this point. The shoe fitters, when they sold the, shoes. 
went into detail with their customers very thoroughly. 
So when all this care had been taken to warn the con- 
sumer as to the lack of wearing qualities of these very 
light-weight shoes, the net result was that the consumer 
promptly brought back the shoes, registering loud and 


lusty outcries because the shoes did not stand up. Often 
he said “I'll try somebody else.” 

Very light-weight shoes have caused much and sundry 
grief to those of us who have sold them. Light-weight 
or Summer-weight shoes are all right but they must be 
made just a little heavier. Flexibility, however, is of 
prime importance in detailing shoes of this general 
category. 

Shoes which have flexible insoles, flexible outersoles, 
flexible findings, boxes, counters, fine light-weight 
uppers, all of good quality materials and made by shoe- 
makers who know how, will prove to be satisfactory 
merchandise for any store to handle. 

Now flexibility may be obtained through modern 
science of shoe construction, by thoroughly preflexing 
the innersoles, lightening the filler and mulling or 
treating the soles. 

Getting that light-weight look is a very essential fac- 
tor. Trim the edges close, fine fudge wheel; skive the 
outersoles at the edges, leaving the full weight of the 
sole in the center where the wear is needed; use lighter 
filler and mould the outersole 
thinning the feather so that the 
sat down into the sole instead of on top of it; bring 

[TURN TO PAGE 42, PLEASE | 


up to the innersole, 
shoe appears as if it 


The practical light-weight shoe, which looks Summery, 
yet has plenty of stability. Flexibility is the keynote 
in Summer shoe detailing, Mr. Smith believes. The 
shoe illustrated is one which has proven its worth. 
It is developed in both black and brown, with con- 
siderably more emphasis on the rich warm shades of 
brown for the coming season. A repeat proposition 
and trade builder. 
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By RUTH HARRINGTON 






























































The sketches show three different slants on “windblown” shoes. The 
top row is the most obvious suggestion of lines blown to the back. 


The centre row shows broken streamline effects, not quite so easy to 

recognize but easier, undoubtedly, to sell. Every store has modified 

streamline shoes like these right now. The perforated shoe is not only 

windblown in design, but also in that its construction permits the wind 
to blow through it. 


The bottom row shows the newest and freshest interpretation—rippling 
wavy lines, like flags flying in the breeze. 
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The Seasons Fashion Watchword 


VERYBODY was talking “streamline” a few 
weeks ago. Do you remember the publicity 
given the term at the Commodore Fashion Show? 

Then came the automobile show and the extremely 
streamlined Chryslers and DeSotos made the world sit 
up and take notice. 

Schiaparelli, the French couturier (the clever lady) 
has given the same idea a special twist of her own and 
applied the thought especially to clothes. “Wind- 
blown” on “windswept” is her word. And the fashion 
world has taken the term to its heart as its own-appli- 
cation of the streamline trend. We have mentioned 
the word several times before. But the fashion has 
grown so fast we believe it deserves bigger and bolder 
emphasis. 

All the Spring ready-to-wear lines are full of wind- 
blown clothes. Easter Sunday we will be literally 
swept away by the new suits and coats. 

As applied to automobiles or aeroplanes, the word 
“streamline” means design that cuts down wind resis- 
tance—long, low-slung lines with nothing sticking up 
or out to catch the wind. 

The windblown idea is somewhat different. It has 
the same basis in the idea of motion. It has the same 
air of going places, of speed and smartness. But 
Schiaparelli was thinking more about the effect of wind 
than about wind resistance, when she made the coat on 
the opposite page and the other windblown clothes 
in her collection. 

She has taken fullness and massed it all in one place 
to give liveliness to the silhouette. She has taken coat 
collars and pushed them forward. She has used wavy 
lines that suggest pennants flying in the breeze. 

Some of her lines go forward. Some sweep to the 
back (evening dresses especially). Hats go sideways 
or backwards. The idea is fresh, young and lively. 

In shoes, of course, you can’t have anything that 
flares or stands out from the foot. But you can have 


sweeping, bold lines, directing interest to the front or 
back. You can have rippling lines. This, we think, 
is the newest design angle to the story. Wavy, ani- 
mated lines, as suggested in the bottom group of 
sketches, give us something quite new to work with. 
A shoe designer said to us the other day: “Later on 
in the Fall we are going to play up this ‘streamline’ or 
‘windblown’ idea.” But the promotion value of the 
thing may have all blown over by that time. So let’s 
go to it right away. 
Almost every retailer can go over his stock this very 
minute and find some shoes (like the center group of 
[TURN TO PAGE 42, PLEASE] 


This coat is typical of the “windblown” idea. Note 
how the collar is pushed up and out in front. That 
collar is the coat “Ford” of the season. Note also the 
fullness massed in front and the rippling lines in the 


seaming detail. 
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The cruise vogue has furnished the inspiration for many attractive shoe windows during January and February, and here’s one of the most 


interesting cruise windows we have seen. 


It appeared in the store of Shoecraft, Fifth Avenue, New York. Incidentally this happens to 


be a sale window also, and it confirms the idea emphasized by the RECORDER some months ago that sale windows should be as interesting 
and attractive to the customer as those of any other season. Cruise footwear will also be in the spotlight for summer, so this fine display 
may give you an idea that you can adapt and use for Summer vacation time. 


WINDOWS FOR SPRING 


Should Tell the Public “Winter's Over 


and Now Its Time 


HE shoe display man, like the shoe advertising 
| pean must necessarily think, plan and work at 

all times with his mind focused on the future 
rather than the present. His success depends very 
largely on the degree in which he is able to project 
himself and his work into the future in such a way 
that when his plans materialize in the form of actual 
displays, they will be so synchronized as to click with 
the interests which then engage the attention of the 
people who will buy his merchandise. 

So it’s vitally essential for the man who plans and 
creates shoe windows to know shoe style trends, and 
the reasons for them, not in the same detailed way 
that is required of the buyer, but sufficiently to give 
him the background for well timed seasonal style pro- 
motions. Many a display man, like many a buyer, 
has failed through inability to visualize in advance 
the interests and activities that will occupy the atten- 
tion of people three months ahead of the time when 
they must plan and do their work. 

It’s perfectly obvious at this time that Spring is just 
around the corner, but the question for the display 


to Buy New Shoes’ 


man is what sort of Spring it’s going to be. What 
sort of shoes will be the fashion highlights, and what 
are the reasons for their style importance? For the 
early Spring selling, that question is more difficult 
than it will be a little later on, when the trend has 
become more definite. We know, for example, that the 
coming Summer will be a big white shoe season, so 
we can safely schedule a white shoe window for early 
June with assurance that it will be timely then. Know- 
ing sandals are to be important, we can figure on a 
sandal window a little later on. 

But it’s extremely difficult, especially in the northern 
portions of the country, to plan similar window pro- 
motion on special types and styles of merchandise for 
March and April. In those months the trend is toward 
the lighter Spring colors and the more open patterns, 
but demand has not focused itself on single styles and 
patterns that can be lifted out of the mass and spot- 
lighted in windows. So the natural thing is to start 
the season off with a window that serves as a sort of 
general announcement of the opening of the Spring 
selling season. This kind of window says to the pub- 
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Cut-out silhouettes are very popular as 
window decorations at present. Among 
the newer silhouettes we find the use of 
part of the cut-out design in one color 
and the other part in another color. 
This new treatment is exemplied here in 
a design appropriate for use in showing 
Spring shoes. The design introduces a 
modernistic handling of flowers and 
figure. This figure is to be in silver, as 
are also the petals of the flowers in the 
side panel and the bands across the 
letters. The platforms, too, are to be 
covered with silver paper. The portions 
of the design shown as black in the 
drawing can be painted a deep metallic 
green, or any other suitable color. 























lic, in effect: “Winter is past. Spring is here. It’s 
time to buy new shoes. Look at the beautiful assort- 
ment of Spring colors and patterns which we offer for 
your selection.” 

Assuming that your store is somewhere in_ the 
northern sectioin of the country, early March, if the 
weather is favorable, should be the best time for a 
window like this. It will be better to have it ready 
for use at the first opportune time; you can delay it 
a little if necessary because the weather is unfavorable. 
If your Spring window happened to coincide with one 
of those late snowstorms and blizzards that so often 
come along in early March, it would be just too bad. 
To avoid that, hold up your display for a few days. 
But, with Easter coming April 1, you can’t afford to 
wait too long. 

Presumably you have already shown some Spring 
shoes in your windows this season, for most stores now 
begin to show them in February or earlier. But these 
were in the nature of previews of what was coming. 
Now the thing to do is to tell the public that Spring 





is here, and so the display man’s objective will be to 
create a window that breathes the spirit and reflects 
the atmosphere of the Spring season. 

This week we are illustrating two backgrounds for 
Spring windows of this type, both of which are in- 
teresting, artistic and in accord with the modern trend 
in shoe windows. They can be constructed with the 
facilities which are available for the average store 
and the expense involved need not be too great. With 
costs of doing business increasing in various directions 
and with the necessity of keeping shoe prices at a 
level which will enable the store to remain competitive, 
most retailers will be compelled to watch their budgets 
closely as they plan Spring advertising and window 
displays. 

However, it is costly economy to pare expenditures 
to a point that may render your window displays weak 
and ineffective, for more than ever today the display 
windows are the eyes of the shoe store and without at- 
tractive window displays, which will show merchandise 

[TURN TO PAGE 68, PLEASE | 


To put over a display of Spring shoes, 
we suggest the idea illustrated herewith. 
Spring flowers have been cut out of 
wallboard and the petals placed in the 
form of a shelf on which to show a pair 
of shoes. These flowers can be fastened 
to the semi-circular background panel 
and stems and leaves can be painted on 
the panel. The flower pots are made to 
serve as platforms on which to show 
shoes. Of, if you prefer you can make 
the stem of wood and the leaves of wall- 
board. Fastened to the back of the 
flower pot, it becomes a display fixture 
that can be placed anywhere in the 
window. The word “Spring” can be cut 
out and placed as shown and the panel 
can be used for any advertising phrase. 
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Program of Promotion for 


Plan to Profit—Don't Delay—Begin Preparations Now 





NATIONAL 
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National Foot Health Week Poster Design. 


HOW TO PLAN NEWSPAPER ADS 


By R. E. ANDRUSS 


N Boot anp SHOE ReEcorper for Dec. 30—the big 
l National Merchandising Annual, page 248b—was 

given the set-up for a promotion committee for 
FOOT HEALTH WEEK. The plan as outlined sug- 
gested a chairman, secretary and treasurer, advertis- 
ing advisor, display counsellor, educational director, 
contest promoter, radio contactor, and newspaper con- 
tactor, each with specific duties, as outlined, in a co- 
operative promotion. 

Newspaper advertising suggestions are given first 
in this four-section promotion program, because the 
plan and space to be used need to be decided at the 
first meeting of your local shoe merchants, in order 
that the advertising advisor and newspaper contactor 
may get busy EARLY! 

The newspaper campaign consists of Teaser ads, the 
big announcement, and follow-up ads. Also editorial 
articles. 

The advertising advisor should make it his business 
to line up every logical merchant for newspaper space, 
and help the smaller ones to get up an effective ad. 





This is better than having the newspaper men handle 
it; it overcomes any feeling that it is another space- 
selling stunt of the newspaper. 

The newspaper contactor should get the coopera- 
tion of the paper’s writers to get as big a “play” as 
possible in the news and editorial columns, help to 
make information available to writers, or perhaps, even 
write some articles himself. 

THE TEASER ADS 

These should appear in the paper on several con- 

secutive days before the big announcement appears. 


Four illustrations to use in single-column teaser ads 
are given. Here are copy suggestions: 


SOON! 
F. H. W. 
THE FEET-URE EVENT FOR ALL THE FAMILY! 
See Sunday’s Papers 


COMING! F. H. W. 
The Feet-ure event for all the family! 
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National Foot Health Week 


Section | of a Complete Promotion Plan in 
Three Installments—Section II Follows Feb. 24 


Don’t Miss—F. H. W. 

The Feet-ure event for all the family! 

F. H. W. means better health for children. 

F. H. W.—A contribution to the family’s health. 

F. H. W.—That you may enjoy life more fully. 

F. H. W.—Important to every man, woman and child. 


Each is completed with, “See Sunday’s Papers.” 
(Substitute the day on which the big announcement 
will appear.) 

The four figures can be combined with the wording 
“F, H. W.—April 2-7—THE FEET-URE EVENT FOR 
ALL THE FAMILY” to be used as street car cards, 
or signs of approximately that size, to use wherever 
possible—on trucks, in windows, or tacked up around 
town. Larger lettered signs and posters can be used 
in the washed windows of vacant stores. The same 
wording can be used on smaller cards as package en- 
closures, during Easter week, by all participating 
stores (or any others that will use them). 


THE BIG ANNOUNCEMENT 


Two suggestions are offered—the cooperative ad- 
vertisement, in which the names of participating stores 
are grouped in one ad, and the cooperative page which 
combines news stories, the ads of individual stores, 
and the announcement of contests, if held, or the co- 
operative foot health clinic, if used. 


New Haven stores have used the cooperative ad idea 
with a cut of the FOOT HEALTH WEEK poster. The 


copy follows: 


“Foot Trouble Can Be Prevented by Wearing 
The Right Size and Style of Footwear. 


Bring Your Foot-Comfort Problems to These 
Merchants for Expert Economic Solution! 


“Very, very few people enjoy freedom from foot 
trouble; FOOT HEALTH WEEK is set aside as a 
reminder for the entire community to check their foot- 
wear, and be sure they are wearing the shoe that is 
best adapted to their feet. 

“Any of the merchants below will be glad to have 
you consult with them about your shoe requirements; 
there is absolutely no charge, nor is there any need 
to make a purchase. Just step into any of the stores 
named below to discuss your foot problems. 

“There are many men, women and children suffer- 
ing today from foot afflictions which could have been 
cured, or relieved, years ago. They can today gain 
a measure of relief from their ailment by wearing 
the proper shoes. 

“There are many individuals today who suffer foot 
faults because they are not wearing the type of shoe 
best adapted to their feet. By consulting with a re- 
liable shoe merchant they can learn just the type of 








foot health facts. 


tions. 


success. 





Coming! 


Direct Mail for FOOT HEALTH WEEK 
Layout and copy for three folders. Letter. 
Bill enclosure. Foot clinic suggestions. More 


Window Displays for FOOT HEALTH WEEK 
Show card ideas. Radio spot announcements. 
Suggestions for talks to groups and organiza- 


MARCH 10 


Contest Ideas for FOOT HEALTH WEEK 
Pepping up the sales force, and other final 
suggestions to help make the event a big 





























FOOT HEALTH WEEK 


SPONSORED BY LOCAL SHOE MERCHANTS TO PROMOTE GETTER HEALTH THROUGH FOOT CARE 


roth yd MreEst 7 | SHOE MERCHANTS AND CHIROPODISTS UNITE 


SAY SHOE MEN BiG Event] TO PROMOTE FOOT HEALTH IN COMMUNITY 
FOOT HEALTH WEEK APRIL2-7 
HAS WIDE ENDORSEMENT 

All Should 
Take Advantage 
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shoe; the proper last and weight they should wear. 
The service costs nothing. 

“If the feet require professional attention your shoe 
man will tell you so. His business is to fit your feet 
with the right shoe. Any pain in the feet should be 
a warning. IIl-fitting shoes cause arches to sag, cal- 
louses to form, toes to contract, corns to grow, nails 
turned in, etc.” 


THE COOPERATIVE PAGE 


The cooperative page idea may be expanded to a 
section in larger towns. It may be contracted to less 
than a page where necessary; but every effort should 
be made to use a page, at least, in order to impress 
the importance of FOOT HEALTH WEEK upon the 
public. Conditions are right for a real drive. 

The layout given should be adapted to meet the 
advertising space requirements of local merchants, 
and the amount of additional space the papers will 
allow for news stories. If difficulty arises over allot- 
ment of smaller spaces let merchants draw lots. 

Among the editorial headings suggested are: 


Many people can be helped, say shoe men. 

Contest adds interest to big event. 

Feet need extra care in Spring. 

Mayor says, “It’s great service.” 

Shoe merchants and chiropodists unite to promote 
foot health in community. 


The newspaper contactor will often be able to enlist 
the newspaper’s assistance in writing these stories. In- 
terviews with prominent physicians and laymen supply 
good copy. Numerous copy angles and suggestions 
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Less Than Seven Weeks Dis- 
tant, National Foot Health 
Week, April 2 to 7, Inclusive, 
Offers the Merchant His Best 
Profit Opportunity for Post- 
Easter Selling. Begin at Once 
to Plan for Individual and 
Community Promotion to 
Make Your Public Foot Con- 
scious and Bring Extra Profits 

to Your Store 





will be found in the foot health facts that follow, 
and others that appear in future issues. 

Follow-up ads should be planned to keep interest 
keen during the entire week. Cooperative ads daily, 
live news stories, and editorial comment, will keep 
the public reminded. 


FOOT HEALTH FACTS 


These include many points that are good angles 
for newspaper articles and ad copy. 

April is the one month in all the year when foot 
ills develop rapidly. Sedentary life during the Win- 
ter, a minimum of sunshine with its health-giving rays, 
the wearing of heavy shoes, and wearing rubbers, are 
all responsible for the weakness of feet in the Spring 


of the year. Thus feet require better care more con- 
sideration, professional attention, and _ well-fitting 
shoes. 


Dr. Marshall said, “The greatest damage done to 
the body by improper shoes is done from the hips up.” 

One of the country’s greatest exponents of scientific 
shoe fitting has charted over 57 different ailments that 
can be relieved by proper shoes correctly fitted, in- 
cluding—ingrown toenails, overlapping toes, claw toes, 
hammer toes, Morton toe, cramps in toes, corns, bun- 
ions, callouses, several forms of weak arch, hump foot, 
soreness on instep, extra dry feet, excessive perspira- 
tion, burning feet, cold feet. 

Also painful heel, pigeon toe, splay foot, improper 
gait, so-called weak ankles, inverted ankles, swollen 
ankles, pain in calf muscles, varicose veins, pain in 
knee, swollen knee, knock knees, bow-legs, pain in 
thigh, pain in hip, sunken chest, sway back, nervous 
indigestion, general nerve tension, fatigue, dizziness, 


















fainting spells, poor circulation, neuritis, and several 
other ills. 

People are often in too big a hurry when they buy 
shoes. They should allow a thorough examination by a 
qualified fitter and accept his recommendations. When 
the attention of a physician is required they will tell 
you so. 

Some recommendations for better foot health among 
adults include— 


Provide the best type of shoe for the foot during 
working hours. 


Avoid high heels for work, standing, or walking. High 
heels retard efficiency. 


Discard shoes which are uncomfortable. 
Select shoes to maintain good feet. 


Straight inner line; broad roomy toes; no pressure 
from cap or seam. 


Broad, low heels, 34 in. to 114 in. Rubber heels are 
satisfactory. If accustomed to high heels, the 
height should be reduced gradually and proper foot 
exercise taken. 


Have feet measured on weight bearing, each time 
shoes are purchased. 


Length should be 1 in. 'onger than the foot. The 
width not more than 4 in. narrower than the 
foot. 


Do not overtax the feet during any abnormal physi- 
cal condition, or during convalescence from an ill- 


ness. 

















Free Yourself 
from Unnecessary 








POSTER 
cur Foot Troubles 
footHealth Week. 





Any of the Reliable Shoe Merchants Listed 
Below Offer Examination and Advice on 
Foot Problems--NoCharge-- No Obligation 
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Avoid overweight. As weight increases rapidly above 
normal, the ligaments and muscles of the feet do 
not increase in strength sufficiently to carry the 
extra weight. 


Bathe feet daily in warm water and a good grade 
of soap. Scrub thoroughly with a foot brush. 


Cut toenails straight across. 
Buy shoes for comfort as well as looks. 
Relieve pressure—which causes corns, callouses, and 


ingrowing toenails—with good fitting shoes and 
hosiery. 


Protect shoes and feet from damp weather. 


Prevent flat feet and build strong arches by walking 
with toes pointed straight ahead. 


Have feet examined every six months. 


Walking is the best exercise for the feet—when done 
in proper shoes. 


Be sure stockings are long enough for the feet. 


Good shoes, properly fitted, are a necessity if you 
would avoid troubles starting with ailing feet. 


Frazzled nerves and exhausted energy are the imme- 
diate price of ill-fitting, cheap shoes. More dan- 
gerous ailments follow unless a change is made. 


Shoes should be changed at least twice daily, because 
of secreted impurities from the feet. 


Every person who values his or her health should 
take time for a check-up of their feet and shoes 
during Foot Health Week. 


You can change your shoes but one pair of feet must 
last a lifetime. It’s up to you whether they shall be 
healthy or otherwise. 


GET AN EARLY START 


Enough time to do a good job is essential to the 
successful promotion of FOOT HEALTH WEEK in 
your community. 

Call up your fellow shoe merchants NOW. Arrange 
for a get-together at an early date. Choose the heads 
of various committees. (See Boot AND SHOE REcoRDER, 
December 30.) 

Lay out your program. Decide how much you will 
do in newspaper promotion, how much direct mail 
should be used, if contests should be held, radio talks 
to be given, speeches to be made to various groups 
and organizations, the attention to be given to window 
and interior displays. 

Having the preliminary work under way early will 
enable you to get quick action when you receive the 
February 24th issue with the second installment of this 
promotion program. 

The foot health facts given here, and those to come 
February 24th give an abundance of suggestions for 
those who will write the editorial copy to be used in 
conjunction with the regular advertising in the papers. 
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How Cheap Can 


“ HE old guard dies but never surrenders.” The 
| pe trade hangs on to fixed bottom prices 
when practically every industry in America 
has thrown away fixed low price levels. The old guard 
hangs on to the theory that because the public bought 
“a world of shoes at $1.95” that it won’t be happy 
unless it gets shoes at that low or lower price, forever 
and a day. Every other article of wearing apparel 
may rise and fall with the market but the shoe must 
hold the line at a price. 

Some of these organizations have built up a repu- 
tation on a low fixed price and they don’t want to 
hazard a new price level. As a result, shoemaking gets 
cheaper and cheaper and all manner of substitutes take 
the place of leather. 

The “last round-up” of leather and supplies to make 
shoes at these prices has been made. The arts of chisel- 
ing labor costs have ceased, so now the product itself 
is cut—and as long as the shoe has the outward sem- 
blance of being a foot covering, it is offered to the 
public at the traditional low price level. The public 
will eventually find out the value is not in the product 
but that comes only through trial and error. It is 
indeed a pity that cheap shoes can be made so cheaply. 
Inclement weather has revealed many a “fade-away” 
and that goes for shoe and customer because that cus- 
tomer never returns. 

Within certain bounds of buying capacity, shoes at 
retail should rise and fall with the market. Substi- 
tution of inferior parts is destructive to the good name 
not only of the store but of the industry at large. Price 
appeal, when attached to a “magic number,” is one 
of the greatest errors of modern day merchandising. 
Better to face the fact that prices must rise with com- 
modity rises than to hold on to false standards of shoe- 
making. 

A keen observer of the shoe trade says: 

“Today the display of fixed price shoes, even if the 
dealer has an adequate supply, is the worst thing that 
he can do because that keeps before the customer’s eye 
price appeal and does not cater to his new mental 
attitude. 

“Tt is now much better business to display better mer- 


Shoes Be Made? 


chandise, and to have cheaper goods in reserve to meet 
the individual price need of the customer when it is 
insistent. It seems to me that of all business men, the 
shoe buyer is the most traditional. If you go to other 
lines of business you will see a range of prices and an 
improvement of price—good furniture, good luggage, 
good millinery, good apparel and good everything else. 
The shoe buyer seems to set his business course entirely 
by what his neighbor does on price and hasn’t the cour- 
age that is apparent in other departments and other 
stores. To continue to sell poor merchandise on a price 
appeal is a characteristic of the shoe business.” 

The trade has gone through a period of rush buying 
of low price footwear in the belief that it was the last 
opportunity to get bargains. Maybe it’s true. Maybe 
the last bundles of distress leather and carry-over sup- 
plies have been sent to the cutting rooms. Better 
prices are inevitable even for goods of inferior stand- 
ard. The miracle man has bought his last “magic 
buy.” 

Why not as an industry step into the economics of 
giving the customer the best possible shoe at the lowest 
possible price—and that shoe an honest shoe? Cer- 
tainly the service rendered in a store is worthy of a 
service fee better than that given to the sale of package 
goods. Sweating the last ten cents out of the shoe may 
mean the difference of fifty cents in its wearability. It 
isn’t the number of pairs that really count in the service 
of an industry to the American public, it is the type 
and the character and service rendered. 

With the new Springtime isn’t it about time that we 
developed a new selling sense? As a mark of quality 
and of compliance with the NRA, the coat and dress 
industries have developed an official label. This label 
indicates to the consumer the reliability of the maker, 
the ingredients and the character of the workmanship. 
The label has been dramatized nationally and has been 
accepted as an emblem of a better article. 

It is not to be expected in shoes that any similar 
labeling device is needed but if shoddy articles con- 
tinue to be offered for sale to hold a price level, then 
there may be legislative action leading to the estab- 
lishment of standards. 
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‘ 1934 interpretation of the trend 


7 W toward summer comfort — manfully 


expressed in Gallun’s NORWEGIAN 
CALF. Available in colors and black. 


Feather-light—glove-soft—unlined—and pierced 
to let in every breeze that blows—these summer 
oxfords are none-the-less stout fellas. For Gallun’s 
vegetable tannage lends a clinging quality that 


provides proper support. It weathers well, hold- 


ing the lines of the last—and by the same token, 
its perforations retain the round, clean pertfec- 
tion that months ago delighted the craftsman. 


A. F. GALLUN & SONS CORPORATION : Milwaukee, Wis. 


GALLUN LEATHERS 


ALWAYS STANDARDS OF EXCELLENCE 


When writing advertisers please mention Boot and Shoe Recorder 
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GOODYEAR IS BUILDING 






— is still a big word to the 





average family. 










So Goodyear, is pounding these facts 


home to 30 million readers of the three 






great weekly magazines— 






A long-wearing sole means a long- 


wearing shoe 






No sole ever built will outwear Goodyear 


Wingfoot Soles 







The way to let boys and girls have their 
fun—and still keep down shoe bills—is 
to buy shoes with these tough, long- 







wearing, sure-footed soles. 






Are you getting your share of the sales 





which this advertising produces? 






IN RUBBER 





THE GREATEST NAME 








When writing advertisers please mention Boot and Shoe Recorder 
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ANY known methods of sud- 
denly stimulating sales may 
be practiced, but these are no more 
lasting than a shot in the arm—and 
just as dangerous. The old reliable 
team of Quality and Service are 
still doing business at the old stand. 
They are the backbone of this de- 
partment around which a most sat- 
isfactory business is being built. 

“Two things stand out as a result 
of closely watching the past sea- 
son’s performances. First, that our 
customers put fitting as of prime 
importance in buying goods. Many 
women have made up their minds 
to pay $6.00 for a pair of shoes, 
but have changed their minds and 
cheerfully paid $8.50 because of 
the better fitting qualities of that 
grade. 

“Second, the style selection is 
comparatively small as a result of 
customer analysis, so by knowing 
what our trade wants, we are bet- 
ter able to serve them. 

“An occasional special price pro- 
motion brings in new customers, 
but it is the faithful serving of the 
every-day trade which is making the 
steady gains in sales.” 

The foregoing is what L. E. 
Weaver, shoe buyer in Zollinger- 
Harned Co., Allentown, Pa., told 
me when I asked him how he went 
about bringing in new trade in his 
department. Keeping customers you 
have is as important as bringing 
new ones in. 








HE “Odds” are in your favor, 

and the “Chances” are your 
size is on the racks, if so, you will 
set a wonderful value at mighty lit- 
tle cost—$1.95 to $3.95. High- 
grade footwear openly displayed 
for inspection. Reduced only be- 
cause the lots are broken. Be sure 
and see them and bring this card 
for an “Extra Tip” reads a postal 
card being mailed to the customers 
of the Robt. A. Sills Co. store in 
Greensboro, N. C. That last kicker 
of bringing in the card for an 
“Extra Tip” was enough to arouse 
the curosity of a great many people. 





H. MURPHY, veteran retail 

e shoe man of El Monte, Calif., 
has the only shoe store in Cali- 
fornia that sports a fish pond. The 
pond is immediately inside the front 
door and is neatly finished in tile 
and gives residence to the orthodox 
number of goldfish, The pond 
serves no purpose, Mr. Murphy 
states, other than identification. On 
an automobile trip East he met sev- 
eral who had been in El Monte and 
remembered his store by this identi- 
fication mark. Mr. Murphy believes 
that every shoe merchant should 
have some unique identification 
mark in his store. It makes people 
remember your establishment and 
they are more likely to return. 
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TETSON’S Chicago stores are 

making extra sales these days 
by stressing the advantage of sea- 
sonal shoes for men, according to 
F. W. Cox, manager. Chicago is 
standing right now at the threshold 
of its bad season, with several 
months of stormy, sloppy weather 
ahead—maybe. “What more sensi- 
ble,” goes the sales talk, “than to 
be prepared for slush and snow by 
a pair of heavy-weight shoes? 
Spring and Fall shoes can be set 
up with shoe trees, protected by 
shoe mittens and be in fine shape 
after the rigors of Winter are over.” 
Such smart sales talk heads the 
customer on to seeing the value of 
the shoe tree and mitten accessory, 
too. Sales resistance is further 
overcome by pointing out to the 
customer that money spent in Win- 
ter shoes is a “real investment,” in- 
asmuch as with proper care (trees. 
and mittens again to the fore), they 
will last the owner several years. 
Window display is called into ac- 
tion to help promote the heavy shoe 
campaign, also. 





SHOE store manager is called 

to do many chores in the regu- 

lar routine of his job. Newspaper 
advertising is one that E. E. Eichel- 
berger, manager of the Shumaker 
Shoe Co., Akron, Ohio, fairly rev- 
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| My idea ot tine footwear, 


When men buy shoes they 

seek the comfort, refine- 

ment and fine quality that is so pronounced 
in each of the sixty in-stock styles in the 
Uptown line. This style in brown calfskin 
with the Foot Guide features is.a striking 
example of fine shoe value, and it shows 
a 40% markup as a six dollar retailer. 


Companion styles in black calf and glazed kangaroo. 
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Granch of internatione! Shoe Co. 


ST. LOUIS, MO. 


Y | ROBERTS ,JOHNSONS RAND 
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els in. While chatting with him 
in his second-floor “hideaway” work 
room, he said, among other things: 

“Advertising seems to be a prob- 
lem with the individual store, espe- 
cially constructing an ad to cover 
all the items of a family shoe store 
without jeopardizing the quality 
angle. 

“Contrary to the general idea of 
planned advertising, the advertise- 
ments that produce direct results 
for us are written right under the 
line for newspaper appearance, 
alluding the fact to constantly 
changing demand and weather con- 
ditions. 

“My program for the next two 
months will feature consistent small 
ads on various lines embodying the 
store’s policy, with an idea to edu- 
cate our patrons and potential cus- 
tomers to buying better shoes, which 
is opportune today. Each ad will 
be immediately recognizable and 
will be tied with a conforming win- 
dow display carrying this same mes- 
sage. 

“As in the past, we expect to use 
no small amount of good ideas from 
your own O.P.I. of the Boot AND 
SHOE RECORDER.” 





‘© DEFORE I got this job as shoe 
buyer, I never bought any- 
thing in a department store for my 
own personal use,” confided C. K. 
Sweeney, who buys the men’s shoes 
for Strouss Hirshberg Co., Youngs- 
town, Ohio. “I thought that de- 
partment stores were all right for 
women and children, but no place 
for a lone man. I have found that 
a number of other men hold this 
same view and it has been quite a 
job to change their prejudice. Yet, 
in spite of this, I have brought in a 
lot of the old Proctor-Hall trade. 
“Getting men to come to a de- 
partment store is entirely a ques- 
tion of personal contact in a city of 
our size. It means talking to old 
friends when and where met; writ- 
ing letters to former customers and 
telephoning to those that should be 
interested. 
“Two card files form the basis of 
this personal contact. One file is 


for the active customers, the other 





is made up of a good prospect list. 
Notations on the back of the pros- 
pect card tell when we have written 
the man, phoned him or met him at 
lunch. After we have succeeded in 
bringing him into the store, his 
name is taken from the prospect 
list and put in the active box. There 
his name is watched to see that he is 
a regular repeat customer. 

“Regardless of how much mis- 
sionary work is done, a store must 
have a good representative line of 
named shoes, which will not only 
give the customer good wear and 
service, but will give him consider- 
able pride of ownership. Get a 
man started on a pair of good shoes 
and he is your customer. Get him 
started on cheap shoes and he is 
anyone’s customer. It is surpris- 
ing the number of men who, when 
well fitted to good shoes, will bring 
mutual friends back to the store 
with them.” 





‘ TONER’S shoe store in Pomona, 
Calif., gets big results in dis- 
play by using the famous “one- 
two” method perfected by Gene 
Tunney in the prize ring. 

An inclined window floorboard, 
16 inches wide, is carefully marked 
off in rectangles 10 inches wide and 
16 inches long and placed all the 
way around the window immediate- 
ly inside the glass. Usually the 
field of the board is given a white 
frosted effect and the dividing lines 
are of colored tape, usually red, an 
inch wide. One shoe from a pair 
is placed in each rectangle. 

Immediately inside and to the 
right of the door a pyramid is built 
up where the other shoes from the 
identical pairs are displayed. As 
nearly as possible, they are placed 
in the same order. This is hitting 
twice in the same spot. C. Lewis, 
the manager, says the plan is very 
effective. 





ALESBOOKS are always where 
clerks can find them without a 
second’s delay at the Novelty Shoe 
Co. store, Greeley, Colo., and that’s 
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one of the reasons why this store is 
known for its quick service, accord- 
ing to Manager H. F. Hintz. 

There is a space the width of one 
box of shoes kept open at the end 
of each shelf in one stock section; 
the books are kept here, one in each 
shelf. To avoid any confusion, the 
names of the clerks are printed on 
strips of paper pasted along the 
edges of the shelves. 

The arrangement is advantageous 
in several ways. First, the books 
are up within easy reach and in 
plain view from all parts of the 
store. Second, each clerk is much 
less likely to mislay his book when 
he has a definite place to put it. 





CUSTOMER control system 

used in the Miller Los Angeles 
Shop, a shop specializing in high- 
grade shoes for women and chil- 
dren, is employed most especially 
lo prevent end-of-the-season  sur- 
pluses in the larger and smaller 
sizes from accumulating in the 
store, according to W. E. Cox, man- 
ager of the shop. 

The completeness of the custom- 
er control information allows a 
chance for direct appeal by mail to 
a specific customer in reference to 
a specific article of merchandise. 
The customer is classified as to 
name and address, grade of mer- 
chandise usually purchased, type, 
date of last purchase, etc. 

The shop keeps in very close 
touch with women customers wear- 
ing shoes smaller than size 4 or 
larger than 714. The letter usually 
goes out near the close of the sea- 
son and no price appeal as a rule is 
offered. The letter usually states 
that there is still in stock the type 
and size of shoe that the customer 
usually prefers and it probably 
would be well for her to come in 
while the article may still be ob- 
tained. 

In the customer control file in 
this shop it has not been found nec- 
essary to segregate the information 
cards of those wearing large and 
small sizes, but the office girl has 
identification marks on them in the 
general files that tell her what she 
wants to know. The plan works 
practically 100 per cent. 
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“CAN YOU IMAGINE 
- |SHOES WITH SPON- 
s4[GES ATTACHED ~) 






AND STILL 
LEATHER CAN BE 
TANNED WHICH 
IS MUCH LIKE 
A SPONGE 
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SOLE LEATHER can be tanned down to a price or up to a high 
standard of quality. It is a peculiar thing, that in appearance on the 
shoe, little or no difference can be seen. But—when shoes are worn as 
little as one hour on a wet day—spongy leather can be easily de- 
tected. There’s a definite business asset in the choice of 


KISTLER “BENCH BRAND” SOLE LEATHER 
Moisture resisting to a uniform degree. 


Its use is an economy measure for, in the last analysis, the actual cost 
of unserviceable shoes is the sales they lose for you. In the light of 
that fact you can see other advantages in selling shoes bottomed with 
our BALANCED TANNAGE. You know—and your customer soon 
learns—that Kistler “BENCH BRAND” leather soles are every way 
right. Don’t pay the penalty of poor sole leather. 













Write us for the names of shoe manufacturers making shoes that 


carry KISTLER “BENCH BRAND” LEATHER SOLES.. 
(| 
== 
ecSTLti rest mp 


en i : Ki S T L E - iy 


i) DTANCeeeoaY =‘ 
: -BOSTON-MASS: [ReRawes 


When writing advertisers please mention Boot and Shoe Recorder 


























as 













































on 


The Mark-Up 


CREDIT 


And How the Change From Free 





BOOT AND SHOE RECORDER, February 10, 1934 






and Easy Methods of the Old Days 


to a New and 


program of the National Shoe Retailers Asso- 

ciation convention in St. Louis last month was 
given by Charles Bourget, credit manager for Com- 
monwealth Shoe and Leather Company, who discussed 
the future outlook for credit. Mr. Bourget spoke as 
follows: 

“Fortunately the shoe business, both manufacturing 
and distributing, is a so-called consumer and not a capi- 
tal industry. We are not in the unfortunate position of 
some industries which are running at from 15 to 30 per 
cent of capacity. We are not faced with the impossible. 
Our market in a comparatively large measure, still exists. 
The need for shoes goes on and will continue to do so. 
It is logical to assume that every one here today, still has 
a place to fill in his respective community with his in- 
dividual business. Excesses have been largely elimi- 
nated. True—the normal course of business with mod- 
erate ups and downs will result in some further elimina- 
tion, but by and large the majority have a place to fill. 

“Conditions do not affect all in exactly the same man- 
ner, but certain fundamentals were essential to survive. 
Among them were OPPORTUNITY, ABILITY and 
CAPITAL, plus CREDIT. How were these attributes in 
each individual business affected by the strenuous times 
you have gone through? 

“Ist. OPPORTUNITY. 


()': of the most significant addresses on the 


Affects the Merchant Selling Shoes - 


By CHARLES BOURGET 
Credit Manager, Commonwealth Shoe and Leather Co. 


Sounder Basis 


“However great it may have been it has had its set 
backs and with reoccuring possibilities. 

“2nd. ABILITY. 

“Unquestionably, whatever ability was possessed has 
been improved upon or you could not have survived. 
We all found ourselves capable of doing and withstand- 
ing things we previously thought impossible, so we face 
the future with the wisdom of our years and ex- 
periences. 

“3rd. CAPITAL. 

“No figures are available, without extensive research, 
indicating a comparison of capital engaged at the pres- 
ent moment, with capital in the shoe business twenty- 
four years ago, nor is it possibe to accurately estimate 
the capital which has been withdrawn from earnings. 
But it is safe to say that shoe business capital has not 
suffered out of proportion in the industry as a whole, 
compared to other lines of industry over the long period. 

“Analysis of current financial statements shows a nor- 
mal decline in all capital engaged in the industry during 
the past three years. The declines have not been so great 
as to result in the complete disappearance of invested 
capital, as is true in a great many lines of industry. 

“4th. The PLUS, which in every line of business al- 
ways has been and always will be CREDIT. Has it 
granted often without a realization of what it has to 
himself. 
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HANAN SHOES 
for Men 


Retailing at 


10% .. 12 


It takes experience to develop character in a 
man... it takes craftsmanship to build quality 


in a shoe. 


... And it takes facts, not claims, to sell 


merchandise. 


See our new 1934 models on Hanan’s famous 


lasts. 


Our salesmen are now on the road. 


We will gladly send you a copy of our new 
1934 Catalogue 


HANAN & SON 


Front, Bridge and Water Streets 


BROOKLYN, NEW YORK 
Quality, like Character, Endures 
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“It is sufficient to say that today, because of being 
reduced as it has, credit is largely responsible—by rea- 
son of its curtailment—for the condition in which all 
business finds itself. Credit, we all understand according 
to our individual need and use of it. Usually it is not 
appreciated for its true worth until one is deprived of it. 
The important part it plays in business is taken for 
granted often without a realization of what it has to 
be based on, in order to be a sound and helpful credit 
to debtor and creditor alike. 

“Possibly you have had criticism of the mark-up in 
your shoes by customers, who, with a look of amazement 
have protested against it, but I wonder how many of us 
have realized the mark-up on credit. By way of iilustra- 
tion here is what happened only recently in a large city. 
A small depositor in a large bank went to the Savings 
Department where he had an account. He asked the clerk 
what interest they were paying. The reply was 214 per 
cent. ‘What will you loan money for?’ he inquired. The 
clerk replied that had to be asked on the other side of 
the room. There he interviewed the manager who said, 
5 per cent for loans secured by Liberty Bonds. The 
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your line of credit, whether it be with your bank or cred- 
itors. Analysis of hundreds of financial statements of 
retail merchants shows that to have been the case in the 
past three years. Many firms are trying to operate today 
without adequate and much-needed credit. 

“The old ratios for establishing a safe and reasonable 
basis for credit, because of what happened in the last ten 
years, have been discarded and a new and sounder basis 
must and will. prevail. Free and easy and unwarranted 
credit, whether or not it made it possible for you in your 
individual case to get started in business, has contributed 
to the difficulty of your conducting your business suc- 
cessfully by reason of excessive and unwarranted com- 
petition. The opportunity for that in the future has been 
greatly reduced. 

“If a man operating a shoe store is successful, his busi- 
ness grows and his own capital becomes invested in 
goods with which to meet the requirements of his cus- 
tomers. There was only a brief period during which the 
average shoe business had idle capital, and that, un- 
wisely and often through the advice of bankers or mis- 
conceived ideas of progress, was put in outside invest- 











The old ratios for establishing a safe and reasonable basis for credit, 





because of what happened in the last ten years, have been discarded and 
a new and sounder basis must and will prevail. Free and easy and un- 
warranted credit, whether or not it made it possible for you in your individual 
case to get started in business, has contributed to the difficulty of con- 
ducting your business successfully by reason of excessive and unwar- 





amount of the loan from 85 per cent to 90 per cent of 
the par value of the bonds. In another large bank in the 
same city loans were offered at 5 per cent, taking Liberty 
Loan Bonds collateral at 70 per cent of their par value. 
It happened in this case that the inquirer has long been 
a customer of these two banks, 99 per cent of the time 
loaning them money at little or no interest. When he had 
borrowed, never asking for a note to be renewed. This 
is an indication of the mark-up on credit. Compare that 
to the time when you could call your banker, tell him 
you needed a couple of thousand dollars to discount 
some bills and he would tell you to go ahead and send 
out your checks, that he would credit your account and 
the next time you were at the bank you could sign the 
note. 

“In making your plans for 1934 and the years that 
lie ahead, careful consideration should be given to the 
part that credit will play in your business. You don’t 
want again to have the experience of the last three years 
of being called upon to liquidate or substantially reduce 


ranted competition. 

















ments—real estate, stocks and bonds—that later were 
unliquidable, so that the average merchant had to again 
look to his stock of goods and accounts receivables to 
provide means for meeting his obligations. The lessons 
we have all learned will tend to in the future confine 
shoe capital to the shoe business. 

“The shoe business as a source of productive wealth, 
like home cooking, has often been over-rated. Back in 
1920 the public took fancied offense at the cost of 
shoes and the supposed enormous profits contained 
therein. The government at Washington at that time, 
instigated an investigation that showed the enormous 
profits to be a myth and hardly sufficient to provide 
more than a fair return and then only where close, care- 
ful and capable management prevailed. All through the 
bountiful years to 1929 only in exceptional cases were 
there any golden years. Think back over your own ex- 
periences in those years. True, some through miscon- 
ception of their condition, over-estimated their earnings 
[TURN TO PAGE 40, PLEASE | 
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RESNICK BROS. 0) 0) 
HANDBAGS «f00 


To Retail at | 


In Stock 


for Immediate Delivery 


We wish we could tell you of the 
phenomenal success that certain big 
chain store operators are having with 
Resnick Bros. Ladies Handbags that 
retail at $1.00. 


Made of fine materials, they are at- 
tractive, highly styled and available in 
a variety of designs that are up-to-the- 
minute. There is a wide variety of 
styles in the best selling colors, every 
one stimulating customer interest. Dis- 
play them and see how easy it is to 
sell one or more of these smart hand- 
bags with every pair of shoes. 


Representative of the Resnick Bros. 
line are the bags illustrated. In keep- 
ing with the vogue for individuality 
these bags are offered to you in units 
of 72 with an assortment of 150 de- 
tachable snap-on patented _ initials. 
Initials can be exchanged or additional 
ones purchased at small cost. 


Only the fact that Resnick Bros. 
are the largest manufacturers of 
handbags in the United States 
makes it possible for us to offer 
such value. 


a 


RESNICK BROS. Ladies Handbags Inc 


1370 BROADWAY 
TO SERVE THE PACIFIC COAST TRADE IN-STOCK DEPT. COOPER BLDG.., LOS ANGELES, CAL. 


When writing advertisers please mention Boot and Shoe Recorder 
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The Mark-Up on Credit 


and lived accordingly—but by and large the hard work 
and effort expended in the last three years was merely 
a continuance of what you have applied to your busi- 
ness in the preceding 20 years. 

“Figures substantiate the fact that the shoe business 
both as to retail prices and earnings has fluctuated com- 
paratively less than prices and earnings from other 
commodities in the past 23 years. This would indicate 
pretty well that it always has been by comparison sound 
in its fundamentals and practices, and during years 
when outside affecting conditions have fluctuated 
greatly. 

“Therefore, facing 1934—in spite of the uncertainties 
existing—she retailers can have a confidence, which un- 
fortunately is not available to many other commodi- 
tres—a confidence which is sound. 

“A year ago you were faced with depreciating in- 
ventories, declining volume, rising costs and falling 
prices. Today you have stabilized inventories and 
prices, a consumer market rather than a capital 
market, which is affected less by conditions than 
most industries, and a maintained confidence on 
the part of the public.” 

“Bankers too are in a better position to consider the 
granting of needed loans for operating purposes. There 
will be no opportunity generally for obtaining loans for 
capital purposes but for the merchant who has demon- 
strated his ability to operate his business with the suc- 
cess that he has through the years he has gone through, 
and with his house in order, and the confidence that is 
rightfully his in the future, he can present his balance 





[CONTINUED FROM PAGE 38] 


sheet to his banker with a request for a loan consistent 
with his worth and his opportunity, and should have 
a better reception and consideration than has been 
possible in recent years. 

“Of course some manufacturers, because of their own 
circumstances, have been unable to do what they »per- 
haps would like to have done in shouldering the burden 
of the last two years, but I believe there is a warm 
regard in the hearts of most retailers for the manner 
in which their manufacturer has stood by them during 
this trying period. The manufacturer in turn is entitled 
to having his burden shared by those with whom it right- 
fully belongs. The retailer, by choice, wants to have 
that burden distributed as it should be in the interests of 
his own business, as the proper allocation of that bur- 
den means more economical operating for the merchant, 
and a better opportunity for the profit he is entitled 
to. Looking ahead to the future there can be very little 
profitable speculation and every business must or- 
ganize itself so that advantage is taken of each item in 
every business to insure a brokerage being left in the 
till at the end of the next year. 

“Therefore, with facilities for deserving credit, 
improved opportunity by the continued mainte- 
nance of the market—which will exist—enlarged 
experience—the business which has balanced its 
budget, proving its right to a place in its commu- 
nity, can be assured of a better return—measured 
only by the continued application of that effort 
which you have expended in serving your custom- 
ers and community.” 








Cleveland Spring Predictions 









Buying Conservative Colors 
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Men’s Trend in Miami 


MIAMI, FLA.—Plain white buck is 
away in the lead for men this year, ac- 
cording to Burdine’s, Miami’s best de- 
partment store. There is high orna- 
mentation on many of the models, 
small perforations and pinked edges 
being freely used. And the upward 
trend in prices is noticed in the sale 
units of higher priced shoes. 

Something very new that is meeting 
with marked favor among the winter 
visitors is the shoe of “sailcloth” trim- 
med with soft calf. Brown or black 
trim seems to be about equal in favor. 

The comfortable lounge sandal is 
selling for cabana wear and such times 
as a man may want the most in com- 
fort. 

The upward trend in business is 
noticeable not only in the higher priced 
shoes that are being sold but in the 
number of pairs a man buys at a time. 





CLEVELAND, OHIO.—Jay Harold Rob- 
erts, manager of the Stone Shoe Co., 
advises that he is starting a promotion 
on water snakes in February and im- 
mediately following that he expects to 
run into blues and browns. Blue, brown 
and black shoes, he says, will receive 
the bulk of the demand from now until 
Easter. Beige, he believes, will run 
about fourth in demand and grey will 
run fifth. 

Mr. Roberts expects to promote white 
shoes in mid-April this year. All white, 
and white and brown combinations will 
get the call, in his opinion. 

Rough leathers for street and sport 
types, such as mandrucca, tynet, swan- 
skin, etc., will be popular. In general, 
three and four-eyelet ties with some 
short vamp one-eyelet ties, will be in 
the demand. Sandal effects of the ex- 
treme open type should go.well. This 
manager reports that there has been 
a strong demand for silver and gold 
kid and satin with silver and gold trim 
in evening shoes since the repeal of 
prohibition. 





CHICAGO, [LL.—“We are buying con- 
servatively on all wanted colors,” says 
F. L. McNutt at Feltman and Curme’s. 
“Black, brown and of course blue, 
which has leaped into prominence in 
the last ten days, but very light on 
beige and grey. Scuffed leathers have 
been wonderful with us and right now 
we are selling lots of kid and patent 
leather pumps, the latter are especially 
good. Ties are good in all materials 
and pumps and pump effects follow. 
There is a decided feeling for round 
toes and lower heels. Dressier shoes 
with 13/8 heels are in demand, often 
with round toes.” 





Fancy Stitches 


Boston, Mass.—A new vogue of 
fancy stitching on novelty styles for 
Spring has set in here. Pumps are 
stitched around the top with ten, or 
even more, lines of stitching, of threads 
of contrasting colors, to make a collar, 
er they are stitched on the vamps in 
stream line designs, and. matching 
stream line designs on the quarters. 








BOOT AND SHOE RECORDER, February 10, 1934 


Nud-eal Sandals 


IN STOCK ee $7 15 5% 10 Days 


SIZES 3 TO 8 F.O.B. Warehouse, New York 


Cations 18 Pair Lots 
White 25 cents extra 
White and Black ~ . 
White and Pastel Blue for each pa , +4 
White and Beige when order is 
White and Mexican Red 
White and Pastel Green . for less than 


White and Yellow 18 pairs 
White and Brown 


J). WEISS SHOE CO, 2 


Women’s Novelty Shoes 


137 DUANE ST. NEW YORK, N. Y. 


When writing advertisers please mention Boot and Shoe Recorder 
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BANQUET OF THE BROWNBILT STORE PLAN MERCHANTS 








St. Louis, Mo.—Shoe merchants from all over the country who have adopted the Brownbilt Store Plan, gathered here in convention, January 
22-24. Round table discussions relative to shoe store operations occupied the daily sessions, while a largely attended banquet was the 


feature of the closing meeting. 








Build ‘em To Wear 


[CONTINUED FROM PAGE 15] 


the shanks up close in the cottage cus- 
tom fashion; lighten the heels by hol- 
low lifts; lower the heels an eighth of 
an inch. Never narrow the width of 
the top lift, although you may shorten 
the length. Use light iron but tough 
welting. 

Many buyers who are interested in 
developing Summerweight shoes are 
studying materials and construction. 
They are not going to extremes in at- 
tempting to have a very light weight, 
which will not stand up to the require- 
ments of the wearer. They have had 
their lessons. And they were clostly 
lessons, too. 

Experience has proven that it is not 
good judgment to go below a 6-iron flex- 


ible innersole and an eight iron outer- | 


sole. 

Best results come from building a 
shoe of this nature on a free fitting 
medium toe last, a fairly straight last 
of the English custom family. Close 
fudge edges are the rule. The sole 
stitching is very fine, with a light 
wheel—say a 20 wheel against the 
usual 16 wheel on the regular stock. 

The vamping should be two rows 
spaced or two close at the most. Per- 
forations are always small for both the 
straight tip and the eyelet row. The 
entire idea is to produce a shoe which 
has the neat, light appearance, yet has 
a sufficient amount of “guts,” (yes, 
“guts,” to be plain about it) so that 
it will stand up under a _ reasonable 
amount of normal wear. 

A shoe made along these general lines 
will have a firm foundation; it will 








| not ride over; it will hold its shape; it 


will be comfortable and _ serviceable. 
Moreover, it will go hand in hand with 
the sport shoes, complementing them 
and not hurting them through its lack 
of durability. 

Every time the light-weight shoe idea 
has been killed, the direct cause has 
been through going to extremes in en- 
deavoring to get a shoe which is very 
light in weight. 

The very fact that shoes at the pres- 
ent time are being fashioned from the 
angle of flexibility, rather than light- 
ness, is proof that we are on the right 
track toward building merchandise 
which will stand up and give satisfac- 
tion to all who handle it, from the 
maker to the wearer. 

A shoe which is flexible will bend 
with the foot. This means that it will 
not get the scuffing wear which is the 
natural way to the heavier footwear. 
It is the scuffing and grinding which 
wears away the soles; this is not 
evident in the medium weights. 

It costs little more money to build 
a light-weight shoe such as outlined 
than it does one of heavier material, 
because only special materials can be 
successfully used. Very fine flexible 
stock costs considerably more than the 
regular run of leather and findings. 

I further emphasize the fact that get- 
ting that light-weight look and getting 
the shoe flexible is very important. 
What the consumer wants is appear- 
ance with durability, and comfort with 
lasting good looks,—the keynote of the 
future successful Summer shoe. 





Windblown 
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sketches) that suggest this idea of 
sweeping motion. And for late Spring 
and Summer, he should certainly be 
able to find some obviously windblown 
patterns in the market. 

This very season, when clothes are 
going so violently windblown, is the 
time to tie-up shoes with the fashion. 
Not next Fall, when the dress people 
will probably have another idea—and 
one more appropriate to wintry weather. 
Who wants to be windblown in the 
winter? April winds are fine but No- 
vember winds are not so good! 

So we say, do it soon, whatever you 
are planning to do about windblown 
shoes. Do it in your styles, in your 
displays, in your promotion. 


New Firm 


Derry, N. H.—The Nutfield Shoe Co., 
new in the Woodbury factory, is start- 
ing to make 2000 pairs daily of 
women’s shoes. Simon Alfond, man- 
ager, formerly manufactured shoes in 
Lynn. 


Appointed Superintendent 


BrockTon, Mass.—Hector E. Lynch. 
Jr., for many years active in the sales 
department of the Howard & Foster 
Co., has been appointed superintendent 
of the factory through the recent death 
of Christopher O’Neil. Mr. Lynch will 
also assume charge of the purchase of 
the upper and sole leather for the 
factory. 
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| Busters are 
always upstairs 


ial —never in 
bargain 
basements 


Buster Brown SHOES 
with $aawscram features 
ag ag? 


For Boys—for Girls 
Taw Soe Gourgarrg - * SAINT Louis WR 


Also Manufacturers of Brownbilt Tread Straight Shoes us. 
for men, and Brownbilt Tread Straight Shoes for women sroo amma 
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NATIONAL FOOT 
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The TIME and PLACE 





To Tell the Story of Your 


FEATURE SHOES 


BOOT AND SHOE RECORDER'S 
BIG SPECIAL 


FEATURE SHOE 
ISSUE, FEB. 24 
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Boot and Shoe Recorder's big special FEATURE 
SHOE ISSUE, February 24, will reach over 11,500 
shoe merchants just when they are planning 
and BUYING for their greatest FOOT 
HEALTH WEEK promotion. 


Boot and Shoe Recorder is giving retail merchants 


the most complete promotion program for FOOT 
HEALTH WEEK we have ever created. 


Retailers-will read, study and use this issue. They 


will KEEP THIS SPECIAL ISSUE as a guide 
to sources for FEATURE SHOES. 


FORMS CLOSE FEBRUARY 17. 








When writing advertisers please mention Boot and Shoe Recorder 





BOOT AND SHOE RECORDER, February 











This popular type 


of shoe construction 
is found in a wide 


range of smart styles 








UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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1926—3,322,840 Cartons Sold 
1933—15,000,000 Cartons Sold 


A record that unquestionably will be exceeded for 1934, for retailers and 
department store buyers are fast learning the value of the Claff Automatic 
Process Box and its place in the merchandising of shoes of the future. 


Distinctive individually designed cartons produced by an automatic process— 
10 standard sizes to pack properly any shoe. 











The Box with 
the double 
laminated ends 
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ESTABLISHED 1898 


Designers and Manufa 
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UT 
Wl it 


“nl yet 


BUY iw 


WE CHALLENGE COMPARISON 
PRICE $1.50 


Sizes 3 to 8 


581—GUNMETAL CALF 
585—BROWN KID 
588—PARCHMENT KID 
591—BLUE KID 


Beautiful Contrasting Underlays 
20 Other Styles in Stock 
Sheep Lined Shoes 


LEVEY BROS. SHOE CO. 
144 DUANE ST. NEW YORK CITY 


SDB BBB BVBVBVBVBV SVS SVS S SSS VVTsVIAVAsVVVAH 


The Pedicharm Shoe 


FASHIONABLE—CORRECTIVE 
AAA-EEE 

IN STOCK 
A Large Assortment of 
Beautiful and Latest Pat- 
terns in Diversified Leathers 

To Retail at 4. and 895 

See Our New Spring Models IN ALL LEATHERS 


LAZARUS FRIED & SONS, INC. 


118-120 DUANE ST. NEW YORK CITY 


hi 


8B 


-e 222% 











ONE OF THE 
SEASON'S 


HITS 


THE “CORDED” COLONIAL 


IN JAVA RING LIZARD — ALSO 
@ PATENT LEATHER 
@ KAFFA KID 
@ BROWN KID 
@ BLUE KID 
@ GREY KID 
BABY AND HIGH HEELS 
ae SIZES 3!/p-8 
C WIDE 


WRITE FOR CATALOG 
“THE FRIENDLY HOUSE” 


LION SHOE CO., Inc. 


145 DUANE ST., NEW YORK CITY 


$4 75 
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GOODYEAR WELTS 


OF 


QUALITY 
IN-STOCK 
A-B-C 


MANY MORE STYLES IN-STOCK 


B. FRIEDMAN SHOE CO. 
109 READE ST. NEW YORK CITY 
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10, 1934 


INEW! 


IN THE 


NEW YORK MARKET 


THIS WEEK 


February 


iy 


* 


at ee FRIED AND SONS, INC. 118-120 
DUA 
NEW SPRING MODELS OF THE PEDICHARM SHOE TO 


RETAIL AT $4 AND $5. 


B. FRIEDMAN SHOE CO. 108 READE ST. 
A COMPLETE NEW LINE OF POPULAR PRICED SHOES 
FOR SPRING. 


LEVEY BROS. SHOE CO. 144 DUANE ST. 
SPECIAL SHEEP LINED SHOES FOR WOMEN AT $1.50. 


LION SHOE CO., INC. 145 DUANE ST. 
THE “CORDED” COLONIAL—A NEW SPRING SHOE IN 
A VARIETY OF MATERIALS. PRICED AT $1.75. 
DR. MORRIS SHOE CO., INC. 143 DUANE ST. 
A COMPLETE IN-STOCK LINE OF JUVENILE SHOES. 
FEATURING DR. MORRIS AND DR. CHESTER GRADES. 


M. J. SAKS SHOE CORP. 152 DUANE ST. 
ANNOUNCE THEIR NEW SEAMLESS PUMPS MADE ON 
THE SAXON LAST WITH FITZ-ON HEELS. PRICE $2.25. 


137 DUANE ST. 
PRICE $1.15 


J. WEISS SHOE CO., INC. 
ANNOUNCES THE NUD-EAL SANDAL. 


* BUY IN THE NEW YORK MARKET x 


HOW TO REACH THE NEW YORK SHOE MARKET 


a 
D CENTRAL 








We hope you will 
consider thisacordial 
invitation to call on 
any of the market 
establishments. The 
market is very easily 
reached from any 
part of New York. 
From Times Square 
or Pennsylvania Sta 
tion, take the Broad- 
way-Seventh Avenue 
I. R. T. express to 
Chambers Street. 
From Grand Central 
Station take the Lex- 
ington Avenue ex 
press to Brooklyn 
Bridge. If you take 
the B. M. T. Subway, 
get off at City Hall 
Station. From 42nd 
Street and Eighth 
Avenue take the new 
Eighth Avenue Sub- 
way express to 
Chambers _ Street 
Station. The great 
wholesale shoe mar- 
ket is but a block 
or two from any of 
these stations. 
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VORK MARKET 


FOR DETAILS 
CONCERNING 
THESE 
NEW SANDALS 
TURN TO PAGE 41 


J. WEISS 


SHOE CO., Inc. 


137 DUANE ST., 
NEW YORK CITY 


PREWELTS 


220 PATENT x) ¢ 
222 WHITE ELK 
224 JERSEY ELK 
226 BLACK ELK 


228 BROWN ELK (J PAIR LOTS 





WOMEN’ ‘S SEAMLESS PUMPS 
Sia IN-STOCK 


MADE ON THE NEW 


. SAXON LAST 


WITH 


FITZ-ON 
REPLACEABLE HEEL TOPS 
PATENT LEATHER 
BLACK CALF GREY SUEDE 
BLUE KID WHITE CREPE 
BROWN KID BLACK CREPE 
In High and Baby Spanish Heels 


PRICE $2.5 


1-9 including Extra Pair of Fitz-on Refills 


230 GENUINE BUCK 
2-6, PRICE $1.10 


SAME IN SIZES 61/5 to 8—$1.00 
GENUINE BUCK—$1.30 
AAA-C 


GENUINE GOODYEAR A. J. SAKS SHOE CORP. 152, °UANE ST f 


NEW SPRING SHOES * 
IN-STOCK 


IN -STOCK 
woe 4.50 


IN 
PATENT LEATHER, BLACK AND BROWN ELK 
OXFORDS SAME PRICE 


SIZES 6!/. TO 8—$1.35; 12 TO 2—$1.70 % POPULAR PRICED FOOTWEAR OF ALL KINDS » 


GOODYEAR WELT OXFORD 


ALL BLACK ELK AND CALF 


MISSES—$ 1.75 
GROWING GIRLS FLAT AND COLLEGE HEELS $2.00 
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WATCH FOR THEM IN THIS 
NEW YORK MARKET SECTION 


No. 802 
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Dp" orris 


MORRIS SHOE Co., Inc. 2% 


143 DUANE STREET NEW an CITY (oka 


THE MOST COMPLETE IN-STOCK LINE OF JUVENILE SHOES IN NEW YORK 


“LEADING AS USUAL” 


When writing advertisers please mention Boot and Shoe Recorder 
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NEW... 


BEAUTIFUL 
FASHIONABLE 
DURABLE 


ae VANZA CLOTH is 
a newly developed, exclusive 
Zapon novelty. 


Never before has such a beau- 
tiful, durable and workable 
fabric been offered for shoes, 
slippers and beach sandals. 


Zapon Vanza Cloth comes in 
a large variety of patterns and 
shades. We are now booking 
business for six weeks delivery. 
e 
“The Standard of Quality Since 1884” 


THE ZAPON company 


A Subsidiary of Atlas Powder Company 
<@> STAMFORD, CONNECTICUT 


When writing advertisers please mention Boot and Shoe Recorder 
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WHOLESALE PRICES FOR WEEK ENDING JANUARY 27, 1934 








WASHINGTON, D. C.—“The whole- 
sale commodity price index rose slightly 
the week ending Jan. 27 and reached 
a level equal to 72.4 per cent of the 
1926 average as compared with 72.3 
per cent for the week ending Jan. 20,” 
Isador Lubin, Commissioner of Labor 
Statistics of the U. S. Department of 
Labor, said. “This is the fifth consecu- 
tive week in which prices have ad- 
vanced,” Mr. Lubin said. “They are 
now at the highest point during the 
two years in which the Bureau has 
maintained a weekly wholesale index. 
They are approximately back to the 
level of May, 1931, when the index was 
73.2. 

“Present prices are 20 per cent over 
the corresponding week of a year ago, 
when the general index stood at 60.4. 
As compared with the low point for 
the year 1933 (week ending March 4) 
when the index was 59.6, the current 
index is up by 21% per cent. The pres- 





ent level of prices now stands 24 per 


cent under the general average for the 
year 1929, when the index number 
registered 95.3. 

“Five of the ten major groups of 
items covered by the Bureau showed an 
increase, three recorded a _ decrease, 
while two groups remained at the level 
of the preceding week.” 

Of the ten major groups of com- 
modities carried in the Bureau’s index, 
the group of miscellaneous items 
showed the largest advance and rose 
by nine-tenths of 1 per cent. Im- 
portant articles influencing the rise in 
the group were crude rubber, cylinder 
oils and cigars. 

The hides and leather products group 
and the chemicals and drugs group both 
moved up one-tenth of 1 per cent dur- 
ing the week. Hides and skins regis- 
tered an advance for the sixth consecu- 
tive week. Rising prices for fertilizer 
materials were responsible for the in- 
crease in the chemicals and drugs 


group. 


WEEK ENDING 


ALL COMMODITIES 

Farm products 
Foods 
Hides and leather products 
Textile products 
Fuel and lighting materials 
Metals and metal products 
Building materials 
Chemicals and drugs 
Housefurnishing goods 
Miscellaneous 
All commodities other than farm prod- 

ucts and foods 


65.0 


March 4, 
1933 
59.6 
40.6 
53.4 
67.6 
50.6 
64.4 
77.4 
70.1 
71.3 
72.7 
59.6 


66.2 


Jan. 27, 
1934 
72.4 
59.5 


Jan. 28, 
1933 


60.4 
41.3 
54.1 
68.6 
51.8 
65.2 
78.2 
70.2 
71.9 
72.8 
60.8 


67.0 


SAS DRWOAMW 4 
DP HeADRRAS 
oO FPN NASCAR 








Business Better 


PoRTSMOUTH, OHI0O—Good business is 
reported by the Irving Drew Co. In 
fact it’s 35 per cent better than at this 
time last year, according to one of 
their representatives. 


Retail Price Survey 


CoLuMBUS, OHIO—A_ survey just 
completed by the Bureau of Business 
Research of Ohio State University in- 
dicates the shoe price trends of men 
and women students at that institution. 











EVERY WEEK 








Significant in the study is the table 
showing the prices paid for women’s 
shoes by 167 students who answered 
the questionnaires. The table shows 
that 8 per cent of the purchases were 
made between $1.50 and $2.49; 23 per 
cent of prices between $2.50 and $3.49; 
385 per cent between $3.50 and $4.49; 
20 per cent between $4.50 and $5.49; 
4 per cent between $5.50 and $6.49 and 
10 per cent at $6.50 or more. 

The most popular price lines were 
$4 with 26 per cent of total purchases; 
$3 with 19 per cent; $5 with 17 per 
cent; $2 with 6 per cent and $6 with 
4 per cent. The remaining 28 per cent 
were at other price lines. The aver- 
age price paid by the 167 students who 
responded to the questionnaire was 
$4.28. 

In the case of men students the aver- 
age price paid by the 405 students 
replying to the questionnaire was $4.90. 
In the price range up to $2.49 only 
three per cent of the purchases were 
made; from $2.50 to $4.49, 42 per cent; 
from $5 to $7.49, 45 per cent; from 
$7.50 to $9.00 7 per cent; and from $10: 
to $12.49, three per cent of all pur- 
chases. 

The most popular price line was $5 
with 36 of all purchases at that price. 
$4 represented 11 per cent of pur- 
chases; $3, 9 per cent; $3.50, 5 per 
cent; $6, 5 per cent; $8, 5 per cent; $7 
3 per cent; 3.30, 2 per cent; $3.85, 2 
per cent; $4.50, 2 per cent and $10, 
2 per cent. The remaining 18 per cent 
were made at other price lines. 


Increases Production 


HARTFORD, CONN.— United States 
Rubber Co. plans to run its plant at 
Naugatuck 240 days this year and to. 
employ 5500. Walter H. Norton, gen- 
eral manager, so told members of the 
factory council. In 1933 the Nauga- 
tuck plant ran 201 working days. Mr. 
Norton, a year ago, predicted employ- 
ment for 3000. Improvement in busi- 
ness was so good that the prediction 
was bettered by 2500. 
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THE GREAT EDUCATIONAL INSTITUTION OF THE TRADE 


The exhibit of ancient craftsmanship under the direction of Major Charles T. Cahill of the United Shoe Machinery Corporation, 


Reorganization Completed 


GRAND Rapips, Micu.—The reorgani- 
zation of the Grand Rapids Store 
Equipment Company, successors to the 
Grand Rapids Store Equipment Cor- 
poration, was completed on Tuesday, 
Jan. 23, following a meeting of the re- 
organization committee. 

Officers elected by the new Board of 
Directors are: Chairman of the Board, 
Lee W. Finch; president, Samuel D. 
Young; vice-presidents, Kenneth C. 
Welch and Charles C. Curtis; treasurer, 
E. A. McCready; secretary, Walter C. 
Young. 

The capital structure of the new com- 
pany consists entirely of income de- 
bentures and common stock, income to 
be paid out of earnings only. 

The company has been relieved of 
much of the overhead carried by the 
old organization, in addition to which 
operating expenses have been very 
much reduced, not only at the home 
office, but in its outside selling force, 
thus affording the new company the 
opportunity to manufacture and sell its 
product profitably at a considerable re- 
duction in price than was formerly 
asked for their equipment. 

Service branches will be maintained 
in many principal cities, in addition to 
which there will be a large force of 
traveling representatives covering 
practically every section of the country. 


]. W. Kremenak Feted 


ToLepo, Iowa—J. W. Kremenak, 
who 56 years ago established a retail 
shoe business in this city, was honored 
by a banquet given him by the Toledo 
Commercial Club. 

On Aug. 22, 1878, Mr. Kremenak 
came to Toledo and started a shoe shop. 
He took orders for boots and at first 
made them himself. Later he employed 
three assistants. There were four 
other shoemakers in Toledo at that 
time. 

Mr. Kremenak made all the boots he 
sold for several years before buying 
any manufactured shoes. In 1897 he 
built the store where he is now doing 
business. He has taken his son, E. W. 
Kremenak, into partnership and the 
business goes under the name of J. W. 
Kremenak and Son. 

All these years Mr. Kremenak has 
taken an active part in the life of the 





as recently displayed in St. Louis. 








community. He is a charter member of 
the Eastern Star and for 47 years has 
been a member of the Toledo Masonic 
lodge. He has served as treasurer for 
43 years. He was a charter member 
of the C. S. A. lodge of Tama, has 
served that lodge as treasurer, secre- 
tary, president and at present is vice- 
president. For 25 years he was a mem- 
ber of the fire company, of which he 
was also treasurer. He is also a char- 
ter member of the Toledo Commercial 
Club and was the first treasurer it ever 
had. Mr. Kremenak served on the 
Toledo school board for 12 consecutive 
years. 


creek mean mmaratcnan 


GOLDEN NAMES 


If the name or trade mark on the sock 
lining is of real gold leaf, it costs 30 p.c. more 
than it did a year ago. That’s because the 
price of gold has been bid up in the world’s 
markets. 








Patents Sandal Design 


BrooKLyn, N. Y.—According to 
Dominick Calderazzo of Dainty Maid 
Slippers, Inc., the Dainty Maid busi- 
ness will show a phenomenal improve- 
ment for 1934 as a result of the manu- 
facture of Spring shoes and sandals 
that are obtaining ready acceptance 
with retailers and wholesalers through- 
out the United States. The Dainty 
Maid Company is featuring cne shoe in 
particular which is named “Sportana” 
a cut-out oxford made in all the pre- 
vailing popular materials, that is being 
hailed as the leading shoe of the season. 
The Sportana design is patented by 
Dainty Maid. In addition to “Spor- 
tana” many open toe sandals are re- 
ceiving widespread attention through- 
out the trade. 


C. E. Becker & Co. Joins 
Robert H. Foerderer, Inc. 


PHILADELPHIA—B, C. Carroll, sales 
manager of Robert H. Foerdered, Inc., 
has announced the appointment of C. E. 
Becker & Co. as Vici’s agent in the Chi- 
cago-Milwaukee territory. 

C. E. Becker & Co. have done an out- 
standing job in this part of the country 





and Mr. Carroll is very optimistic over 
the prospects of the new connection. 
While in the Middle West, Mr. Car- 
roll made an extensive trip through the 
trade. He is very well satisfied with 
the results, especially with their sales 
of Vici Special, the new Foerdered 
leather which requires no dressing. 


Blyn Employees Dinner 


New York, N. Y.— Arrangements 
have been completed for the 25th an- 
nual dinner, dance and entertainment 
which is being tended by the Blyn 
Employees’ Association and is to be 
held on Sunday evening, Feb. 18th, in 
the beautiful Florentine room of the 
Park Central Hotel. 

The entire entertainment is being 
supplied by the Columbia Broadcasting 
system and well-known radio talent in- 
cluding Gertrude Niessen, Tito Guizar, 
Kramer & Boyle, and other stars; 
Enoch Light and his Governor Clinton 
Hotel orchestra will supply music. 

Many manufacturers have made ar- 
rangements to attend this function. 


New Jersey Merchants Meet 


NEWARK, N. J.—Speakers at the first 
annual banquet of the Retail Shoe Mer- 
chants’ Association of New Jersey, at 
Hotel Douglas, were City Commissioner 
Minisi, Police Judge Villani and Louis 
Edelstein, Nathan A. Rubin, counsel 
of the organization, was toastmaster. 

Louis Anderson, president, was pre- 
sented a desk set. A reception and 
dance followed the banquet, at which 
Monroe Seton was master of cere- 
monies. Gus H. Rosenblum was chair- 
man of the banquet committee. 


Featuring Better Shoes 


DENVER, CoLo.—The Vanity Slipper 
Shop here has added the Connie line 
of women’s shoes and plans to feature 
higher priced merchandise all the way 
through the Spring season. “We feel 
that Denver is developing into a better 
market and hence we are going after 
better grade stock,” says Manager 
Harry Block. “The results are already 
reflected in a lot of new customers. We 
took advantage of fine weather to get 
in all our Spring stock by shortly after 
the middle of January; it is already 
started moving in good shape.” 
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by specifying 


FITZ-ON 


removable 


* TOP-LIFTS 


Fitz-ON tops are wanted by every woman 
who sees them. 


They are entirely practical, and longer wearing 
than most other tops. 


They are available on shoes carrying any style 
of Cuban or Louis wood heels. 


Fitz-On top refills are not sold by cobblers — 
women can get them only from stores selling 
Fitz-On equipped shoes. 


The first retailers to sell shoes with Fitz-On tops 
in each city are reaping a tremendous sales 
advantage. 


Your shoe manufacturer can supply them upon 
demand at less extra cost than the profit on one 
sale of refills—the average is nearly three such 
sales for each pair of shoes. 


/ 


FITZ-ON SALES CORPORATION FRED W. MEARS HEEL CO. Inc. 
356 Franklin Street 140 Federal Street 
WORCESTER MASSACHUSETTS BOSTON 


When writing advertisers please mention Boot 1nd Shoe Recorder 
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PANCO 


ORDINARY 
EE STA-TITE 


HEEL 


Examine the 
construction and read 
the facts about this 


DIFFERENT HEEL 


Panco Sta-Tite Heels are revolutionary. Comparable to the 


best of rubber heels in quality, dependability, and good looks, 
they have extra advantages which help to close sales on the 
Few men will fail to be interested by a rubber heel 


floor. 
which 


stays permanently tight at the edges 

gives nearly twice as much wearing thickness 
has no open nail holes to track dirt 

and has a handsome non-skid design 


Since Panco Sta-Tites cost no more than ordinary 
good heels, you have only to ask your manufac- 
turer to use them in order to get these advantages. 


PANTHER PANCO CO. 


CHELSEA, MASS. 


PANCO 


STA-TITE 


YU ACRES 


February 10, 1934 


New Shoemaking Process 


New York, N. Y.—A new process of 
shoemaking that is creating much talk 
throughout the trade is the Delmac 
process, reports Herman B. Delman of 


H. B. DELMAN 


Delman, Inc. The Delmac process is 
owned exclusively by a new corporation 
now being formed, headed by H. B. 
Delman. Invented by Fred Maccarone, 
criginator of the single-sole method of 
shoe construction, the Delmac process 
is used in the manufacture of Delman 
shoes, who recommend it to other manu- 
facturers for its simplicity, economy, 
speed and quality results. Shoes made 
by the Delmac process are said to be 
flexible, light weight and exquisitely 
suitable for the quality-minded con- 
sumer. Shoe manufacturers are invited 
to investigate this process of shoemak- 
ing in operation at the New York City 
Delman factory. 


Rough Leathers Good 


CHICAGO, ILL.—New models in rough 
leathers for early spring wear are be- 
ing shown at the Palmer Bootery. Quit: 
a few of these are in short vamps with 
spike heels. A short vamp rough leather 
oxford was combined with patent 
leather stitched in white; another in 
sandal effect had a wide T-strap. Ver} 
large buckles, much stitching and smal! 
punches were details seen on others. 
Lots of patent leather pumps are being 
sold right now, says P. B. Collins, man- 
ager of Palmer Bootery. This line in- 
cludes several different models all oi 
which are in active demand, he says. In 
colors black is very strong with blu 
and brown coming along behind in tan- 
dem fashion, with everything pointin; 
to an increasing demand for the blue 
as the season advances. Some gra‘ 
ring lizards are being featured in win 
dow displays, as forerunners of the ne‘ 





lighter shades for spring wear. 





BOOT AND SHOE RECORDER, February 10, 1934 


W CUSTOMERS FOR YOU 
: thro LMU 























Perhaps you have never realized what tremendous 
sales possibilities the classified telephone directory 
offers you. More than 85% of all telephone sub- 
scribers—a recent Bell Systém Survey reveals—use 
the “yellow pages” to help them with their buying. 

This vast army of buyers use the classified to locate 
nearby dealers for the many things they want. They 
use it to locate authorized representatives for nation- 
ally advertised products. 

Are you taking full advantage of this sales oppor- 
tunity? In addition to your present representation in 
the classified, are you also listed under the Trade Mark 
headings of the advertised brands you carry? 


D 
appe: 
le and gy he 
nd ty ue, 
styles xury, 
Sto 15444 to EBERe 


“ Atkins y 

ts TO Buy iT™ Atdinson 

Ona, ck Germtn ar Gep mtn-2690 pass” Sat 

STmngtet Store ATIMEM AF REG oy Betty Jan 

WER IDGE 4 tLe Gtn av RAD epees | 

a i. LoTHiER “1200 Boston e| 


me 
wet 


lelephone book 


Trade Mark Service—commonly known as “Where 
to Buy It”—is valuable in that it definitely links you 
with the manufacturer’s advertising. Prospects who 
want that brand simply look for the manufacturer’s 
trade name in the classified telephone book and are 
directed to your store. This service costs you only a 
few cents a day, since most manufacturers will gladly 
provide the heading on request. Thus you pay only 
for your own name, address and telephone number. 

See that you are adequately represented 
in the next edition of the classified directory. a ® 
Just call your local telephone company and (a) 


ask for the Directory Representative. aE 


Pcl 


—————————_ 
CLASSIFIED TELEPHONE 
Shoes—(Cont’d) 

i883 BRIDCE & CLOTHIER 

ak seen ke “FRIENDLY” Shoe 

style and 


DIRECTORY 
Shoes-W 


P \ar-3447 
v guit-L2l4 


ALL SIZES 


a8 Market 


Temple Shoe $6098 cotmbia av STE smsn- S20) 


@ TRADE MARK SERVICE (“Where to Buy It”). Manufacturer provides trade mark heading. Authorized 
dealers list their names below. @ INFORMATIONAL LISTING. A one-inch space in the listing column. 


When writing advertisers please mention Boot and Shoe Recorder 
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NOVELTY BAGS FOR EARLY SHOWING 


CuHIcaGo, ILL.—Stores are gay with 
hundreds of new novelty bags for early 
Spring selling. At Charles A. Stevens 
& Company a “bracelet bag’ fol- 
lows the unabated craze for jewelry 
and more jewelry. The bag is of brown 
or of black calfskin and closes by means 
of chains that are attached to bracelets 
of metal and shell which are worn on 
the wrist. A “fisherman’s tackle” bag 
follows accurately the shape of the 
basket used by fishermen. It comes in 
blue, black, grey and brown and has a 
leather handle with a buckle. A 
“bolster roll” makes a special appeal 
to the flapper bag-sleuth. It is of calf 
with a big conspicuous metal clasp and 
a thumb strap. The “rocker” bag is 
a large flat affair with shell handles 
on either side which form the “rock- 
ers.” Lots of navy bags are being 
shown here. 

At Carson, Pirie, Scott & Company 
the outstanding novelty of the minute 
is the bag of horse-hair, slick and 
slippery as the mid-Victorian sofa upon 
which one perched precariously. These 
horse-hair affairs are made of the 
strands of the hair dyed, and woven in 
most attractive striped patterns, in 
brown and white and black and white. 
The browns are especially lovely in 
their colorings. Some are in small 





smart squares and some are variations 
of the envelope bag; some have bits of 
leather trim or of metal upon which 
the ever present initial appears to ad- 
vantage. Groups are in $3.50 and 
$5.00 lots and others. range up to 
$12.00. A gay mat of horse-hair and 
a long braided “tail” assure the doubt- 
ing Thomas that it’s “honest horse- 
hair.” 

An ensemble of black and white 
checks in bag, gloves, belt and brimmed 
hat went over like a hot cake. Fox- 
grain calf is another entirely new mate- 
rial which makes a group of very un- 
usual bags. These are in brown and 
in black. “Ring-pig” calf makes some 
quite dressy bags in the popular “tuck- 
away” models. One has the flap in 
inverted pleats like the skirts of yester- 
year; another has the flap shirred onto 
a belt like a yoke. These are selling 
for .$3.95. 

Some smaller “tuck-aways” at $3.00 
show the tendency toward the pouch 
bag with handle that retailers predict 
is just around the corner. Metal mesh 
bags are also very new here. They 
are made in all colors and are especially 
attractive in the lighter pastel shades. 
Some of these have a “suede” finish. 
They range in price from $3.00 to 
$6.50. 
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Very gay Mexican stripe bags fol- 
low the yen for Mexican colors as seen 
in costume jewelry a little earlier and 
in sandals for resort wear. Home-spun 
bags with three-cornered scarfs to 
match are selling at $3.00. 

At O’Connor & Goldberg’s Madison 
Street store a whole window is given 
over to a very gay display of one model 
in many variations of color and mate- 
rial. It is a flat rectangular bag with 
the closing at the top each side ending 
in a cute little ruffle of leather. A big 
swanky white anchor of composition 
is both the clasp and the decoration. 
Black and white and red patent leather 
and calfskin in different wanted colors 
make up the show. 

“Neva-wet” bags are being shown at 
several of the important shops. “Let it 
rain, let it pour. It’s just like water 
off a duck’s back,” say the advertise- 
ments. They are made of fabric 
processed so that it is not only im- 
pervious to water but to perspiration 
and to dust as well. These come in 
many different styles and colors. 


Miles of Stripping 

LYNN, Mass.—Ten miles of woven 
stripping daily is being made by a 
factory here. The stripping to be used 
by shoe manufacturers who are going 
to make woven sandals for Summer, 
and the weaving is done by 250 women 
working by hand. 





Under one roof... the showrooms 
of the shoe industry’s leadin 
ufacturers... 
retailers and buyers, who, in one 
visit, may learn all that is new and 
smart in the shoe world. 

The coming season’s outstanding 
shoe styles are on display now at 
the Shoe ea 


York 


1328 BROADWAY stase NEL YORK 
. 


ying Centre 
° he crossroads of the 
trade... the Marbridge Bullding. 
Come and see them before you buy! 


Shop the Mar- 
bridge Building — 
Headquarters for 
Value and Style 


man- 
easily accessible to 


in New 





TO $3.50 SINGLE 


600 LARGE, CHEERFUL ROOMS 


UP-TO-DATE ROOMS 
AT DOWN-TO-DATE RATES 


™_ @* 


TO $5.00 DOUBLE 


Private underground passage 
from Pennsylvania Station... 
saving taxi fare. One block from 
Fifth Avenue and Empire State 
Building. Subways, elevated 
lines, buses and trolleys stop at 
door. Direction— American 
Hotels Corporation. 

GEORGE H. WARTMAN, Manager 


MARTINIQUE 


BROADWAY AT 32ND STREET - NEW YORK 
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Bookkeeping made so simple that a high- 
school boy would have difficulty in making 
errors of entry. if he follows the guide 
written in every-day language. 




























































































































































































































































































































































































































































































The Most Complete Record 


of Finanees 


CONSISTING OF: 

Complete Bookkeeping 
Guide— 

Daily Records— 

Departmental Records— 


Comparative Statement of 
Income— 


Daily Record of Salesmen— 
Comparative Trial Balance— 
Cloth board loose leaf binder. 


$10 -30 Complete 


Postage Prepaid 
«Check with order, please) 
Unless C.0.D. shipment 
is preferred 


in the Most Convenient Form 


The 


Sales 

Sales Compar- 
ison 

Cost of Sales 

Returns 





DETAIL. 


giving you at a glance your net profits over any period 
to date, and any detailed information you may require. 


least entries—the least work — 


USED IN CONJUNCTION WITH OUR STOCK AND DAILY SALES REC- 
ORD, IT GIVES THE BUSY STORE ACCURATE RECORDS OF EVERY 


the least chance of confusion or error. 





DAILY— 
WEEKLY— 
MONTHLY 
FIGURES 


Receipts 
Disbursements 


Itemized Over- 
head 


Net Earnings 


ONE SET 
COVERS 
TWO YEARS’ 
REQUIREMENTS 
OF AVERAGE 
STORE. 


REFILLS IN 








MAIL THIS TODAY }—> | 


Merchants Service Dept. 
Boot and Shoe Reeorder 





BOOT ann SHOE RECORDER 


MERCHANTS SERVICE DEPARTMENT 
209 South State Street—Chicago, Il. 


209 South State Street 
Chicago, Il. 


| — Please send me the FINANCIAL RECORD, 
| for which find check enclosed for $10.80. 


—Please send me sample sheets fer inspection. 


| INO 5 Shed died acdwucamawedecescdanaes 


«| City ..... 2.2.2... Ste ....0 ee eeeeees 





When writing advertisers please mention Boot and Shoe Recorder 
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WHERE TO BUY 
Men’s Shoes 
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MEN’S “FINE SHOES 
ood COLONY SHOE CO. ew 


YORK & soston 
marbridge Bide. 10 High St. 


Nettleton 


Shoes Now Retail $9 to $20 


A. E. NETTLETON CO. 
H. W. COOK, President 
Syracuse, N. Y. 


























“HIGHEST GRADE ONLY 


WHERE TO BUY 
Shoe Trees 


QUICK PROFIT ITEM « 5(} 


SIMPLEX SHOE TREES 
SELF ADJUSTING— 


A gentle squeeze 
inserts or removes. 
Write for : 4 mires 


unique 
SHOE TREE 1 CO. 


RETAILER 


ys 


FOR MEN 
ANO WOMEN 


Sales Plan 
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WHERE TO BUY 


Hostery Protectors 
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SHOE and HOSIERY 


ents 
buliding yy 
with genuine 


WALK-EZE 
Stocking Protectors 
They Sell 
Themselves 
om ¥ WALK-EZE'S 
patented Kemi- 
Suede—the non-Injurious 
a 
wer 
gienle a 


Saves” WlAR 
MEEL~S% Tog 


Sizes for Women, 
Men and Children 
Order from your jobber or 281 
WALK-EZE Sales Offices.Stamped on every palr. 
Executive Office, Syracuse, N. Y. 
NEW YORK: (141 Breadway 
CHICAGO: 114 E. Austin Ave. 
CANADA: 729 St. Antoine St., Montreal 
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A MAN OF ACTION 











J. Frank Burns—Sales Manager Davidson Shoe Co., 


Last October saw the formation of 
the Davidson Shoe Company, newest 
member of the General Shoe Corpora- 
tion, with factories at Gallatin, Tenn. 
Its stride in February, four months of 
action, is token of the progress possi- 
ble under the New Deal. 

The Davidson Shoe Company has ap- 
pointed as its sales manager J. Frank 
Burns, who is well fitted to handle all 
phases of sales operation of this new 
company. Mr. Burns was associated 
with the H. C. Godman Company, of 
Columbus, Ohio, for 20 years, in the 
capacity of salesman and later as mer- 
chandise manager of the entire sales 
division. 

Mr. Burns has been connected with 
the Richland Shoe Company, another 
division of the General Shoe Corpora- 


T. C. Lloyd to Manufacture 


RIPLEY, OHIO— Thomas C. Lloyd, 
former president of the Irving Drew 
Shoe Co., of Portsmouth, has signed a 
contract with the city officials here to 
start manufacturing shoes in a city- 
owned plant on or before March 1. 

He has had wide and varied experi- 
ence in the industry and has the com- 
plete confidence of all the prominent 
business men of Ripley, who have been 
conferring with him for many weeks. 
He is a forceful, enterprising execu- 
tive and has the ability to make this 
new factory a success. 

The new executive personnel for the 
plant at Ripley is being organized by 
Lloyd and is expected to be completed 
soon. 


Fitchburg Shoe Co. 


The Fitchburg Shoe Company, Inc. 
brings to Fitchburg, Mass. a new in- 








Gallatin, Tenn. 


tion, for sometime immediate to his 
being appointed sales manager of the 
Davidson Shoe Company. 

The Davidson Shoe Company is man- 
ufacturing unbranded kip shoes for 
men. At present the following terri- 
tories are being covered. Oscar Stuart 
represents the company in Mississippi 
and Louisiana. J. C. Burns travels 
Tennessee and part of Kentucky. C. F. 
Klaus represents the company in In- 
diana, with Frank P. McKelvy travel- 
ing in Ohio. Bill Shepler is traveling 
Eastern Pennsylvania, with D. S. Van 
Tassel representing the company in 
Eastern New York. Joe Rowe is travel- 
ing the Eastern Texas territory. Hap 
Hanley completes the representation in 
Southern Illinois and in St. Louis, Mo. 


dustry in the manufacture of misses’ 
and children’s shoes. 

The new plant will start the middle 
of February. A crew of fifty has been 
hired to start production. The in- 
corporators are: A. L. Briggs, William 
L. Dustin and William C. Goodwin, the 
latter being a prominent shoe mer- 
chant of Fitchburg. The business is 
incorporated with a capital stock of 
2500 shares. 


Maybury Shoe Expands 


RocHESTER, N. H.—The Maybury 
Shoe Co.—makers of women’s novelty 
shoes—have recently taken over the 
Harvard Shoe Co. of Boston, and the 
Laselle Shoe Co. of Nassau, N. H. 
They now have a wide range of popu- 
lar priced novelty shoes in Compos, 
Littleways, and McKays. The May- 
bury’s New York office is in the Mar- 
bridge Building, Room 622. 
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Manufacturers and Shoe Merchants who are 
desirous of meeting the insistent demand for 
lightweight, close edged, and flexible footwear 
will find the UCO LOCKSTITCH SHOE of 


notable interest. 


Refinements of major importance are combined 
to make this SEWED SHOE one of the out- 


standing new developments in smart shoes for 


THE women. 
UCO LOCKSTITCH 
SHOE 


LIGHTWEIGHT INSOLES AND OUTSOLES 
THIN SHANKS — CLOSE EDGES 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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WHERE TO BUY 


Women’s Shoes 











GENUINE HAND TURNS 


$960 IN 
3 STOCK 





ONE 
GOOD TURN 
SELLS 
ANOTHER 


No. 6144 BROWN KID “IDEAL” 
» continental Heel—AAAA—B 
to 9—Med. poised toe fast. 
Ne. *7144—BLACK ‘IDEA 
No. 8144—BLUE Kip. “IDEAL” 


DODGE, BLISS & PERRY ix. 


NEW BU ORT, MASS. 
“THE CORRECT DODGE FOR ALL OCCASIONS” 


















ORIGINAL 


DrSi 


FOR MEN 
|. P. SMITH SHOE CO 


Chicago, Ill. 
Both lines carried in stock. 
FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc 


Buffalo, N. Y. 














GENUINE COMPO PROCESS 
IN STOCK 


Kafr Calf 


THE PUMP WITHOUT A GAP 


























Regent and Seamless 
High and Baby Leule 
AAA te C 


BETT SHOE CO. — 
58 N. 4th St., Philadelphia, Pa. 
























GENUINE HAND TURNS 
$ 360 


net 








IN 
STOCK 
















ONE 
GOOD TURN 
SELLS 
ANOTHER 








No. 87906 BLACK SATIN KID “SANDRIA” 


17/8 Heel—AAA—C 
2% to 9—Med. Toe Last 


DODGE, BLISS & PERRY ::.: 


News URYPORT, MASS. 
“THE CORRECT DODGE FOR ALL OCCASIONS” 
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CHICAGO, ILL.—The above window 
display is the layout suggested by the 
Dr. William M. Scholl to retail shoe- 
men in the promotion of foot recovery. 

The placard cleverly reads: “Help- 
ing America regain its feet... . As 
fast as America is emerging from the 
depression it gives more attention to 
its physical well-being. America is 


Helping 


fegain its foce 














HELPING AMERICA REGAIN ITS FEET 



















Anierigg 
















furthering the idea of ‘getting on its 
feet’ by beginning to get on GOOD 
FEET. Your feet play an important 
part in recovery, in your daily pursuit 
of life, health and happiness. Take 
care of your feet... now... before 
they age you and tire you to a point 
of indifference and failure.” 

The display is very timely. 








Perfects Fitting Device 


SYRACUSE, N. Y.—The Brannock De- 
vice Company, manufacturers and dis- 
tributors of the Brannock Device, 
announce the perfection of a new Bran- 
nock Device designed exclusively for 
the correct fitting of children’s shoes. 
According to Charles F. Brannock, 
there are now over 15,000 adult model 
Brannock Devices in use. The new 
children’s model is the result of three 
years of constant research and experi- 
mentation. Development models have 
been in use in the children’s department 
of the Park-Brannock Company during 
this time, where there was every oppor- 
tunity to study the practical applica- 














tion of this system of fitting. Heel to 





| ball, heel to toe, and width measure- 


ments, are all obtained simultaneously 
in 15 or 20 seconds with the use of the 
Junior model. 


75% All White 


MIAMI, FLA.—The Grove’s Shoe Com- 
pany reports that right now white shoes 
of all kinds are what people demand. 
Fully 75 per cent of all sales are for 
white. Brown .and white are second in 
popularity. Ties are well in advance 
of all other models for women, and for 
sports wear white buck with punched 
decorations are in demand. Sandals 


are very good, both for sports and dress 
wear. 
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Shoe Association Directors Meet 


Boston, Mass.—The directors of the 
New England Shoe and Leather As- 
sociation held their midwinter luncheon- 
meeting with Vice-President Charles T. 
Cahill presiding. 

The following special reports were 
made by various directors: by Alfred 
W. Donovan on the recommendation by 
Governor Ely of Massachusetts that 
the work of the Industrial Accident 
Department be transferred to the De- 
partment of Labor and Industries, and 
favoring the same; by Herbert T. 
Drake on shoe factory labor conditions 
in the Brockton-South Shore section; 
by Charles C. Hoyt on the currency and 
general banking situation; by Col. H. 
S. Wonson on the present status and 
future outlook of sole leather; by Carl 
F. Danner on the workings of the NRA 
Leather Code of Fair Competition; by 
Secretary T. F. Anderson on the status 
of the Shoe Manufacturers’ Code, and 
by Major Charles T. Cahill on the re- 
sults of the recent Convention of the 
National Shoe Retailers Association in 
St. Louis. 

The directors adopted resolutions ap- 
pointing special committees to study 
the pending Currency Stabilization 
measures and the menace of inflation; 
to inquire into the status of prison 
labor as affecting the shoe industry; 
to study the proposed St. Lawrence 
Waterway Improvement and its prob- 
able effect upon New England’s com- 
merce; opposing the Connery Bills pro- 
viding for a thirty-hour week in in- 
dustry and taxing labor-saving devices 
and machinery; appointing a Special 
Committee to study the proposed Mas- 
sachusetts Retail Sales Tax, and thank- 
ing Arthur B. Butman, who recently 
retired from the position of Chief of 
the Shoe and Leather Manufacturers 
Division, Department of Commerce, for 
his long and helpful cooperation with 
the shoe industry. 

Suitable recognition also was made 
of the death, Jan. 24, of Albert H. 
Lockwood, for many years editor of 
the Shoe and Leather Reporter, and 
recognizing his long and influential 
tariff activities in behalf of the shoe 
and leather industry. 








SPRINGTIME IN THE ROCKIES 


BOULDER, COLO.—‘This summer will see 
the biggest white season in history for the 
Rocky Mountain region.” Such is the hopeful 
prediction of John F. La Torra, owner of the 
La Torra Shoe Co., here. “I’m positive whites 
will be far better than last year which was one 
of the best yet. During the early spring | 
look for blues and greys to predominate. And 
there seems little doubt that the average 
quality of all merchandise bought this season 
will be much ahead of last year. In better 
stock we will use a lot of narrower toes, with 
wider toes than last year in cheaper lines. Our 
trade so far this year is running at least 25 
per cent ahead of the same month last year. 
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Trend in Lasts 


LYNN, Mass.—Lasts for 1934 tend 
toward more liberal measurements, 
which doubtless means that more shoes 
are to be fitted right and that the 
brisk-stride styles are to be popular. 

There are a dozen sizes in the full 
run of lengths for 1934, or from No. 1 
to No. 12, and the widths range from 
AAAAA to EEE, and the general 
movement is toward both more length 
and width, or a run on the larger sizes, 
once classed as over-sizes, but now 
commonly listed as standard sizes. 

The steady movement toward the 
larger sizes, which promises to gain 
greater force in 1934 than during the 
last few years, and the movement has 
been in action since the war brought a 
multitude of women into industry, is 
found chiefly in the sport shoes, for 
both active sports and for walking 
along the streets, as on shopping trips. 

Women taking up sports, like golf, 
tennis and swimming, are growing 
larger feet, longer and thicker of bone 
and flesh, according to one version; and 
another version is that a multitude 
wish roomier shoes for active wear, 
so that they can move along with more 
snap and power, like the new motor 
cars. So the brisk-stride shoes, of 
more liberal measurements of lasts. 

The new lasts, for general service, or 
every-day wear, especially sport and 
street models, have toes rounder and 
roomier and a bit more breadth across 


the tread, and some of them, more so 


than in former years, carry heels 10/8 
and 12/8 high. There are also lasts 
that carry the heels of the 20/8 class. 

Instep measurements are _ liberal 
enough to provide for a neat fit over 
the instep, not binding so much as to 
bite into the flesh, but loose enough to 
permit a free action of the ankle joint, 
which is a first essential of the new 
brisk style stride for 1934. 


Girls’ Shoes at Field’s 


CHICAGO, ILL.—Patent leather pumps 
are selling well right now in the grow- 
ing girls’ section at Marshall . Field 
and Company, it was said here. Mid- 


| year graduations were the probable 


cause of the sudden pop-up of these 
dressy numbers. Patent leather straps 
with low heels are also going well. 
Heavy oxfords in seal and mandrucca 
and brogue types in calfskins continue 
to be volume sellers. 


100 Sparklers 


Boston, Mass.—C. Crawford Hol- 
lidge has some silver kid sandals, 
uppers being of straps of the shiny 
kid, and into the straps are set bril- 
liants to the number of 100 per pair, 
and each brilliant being of about the 
size of a karat diamond. 
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Fashion Notes at Marshall Field 


CuHIcAGo, ILL. — Merchandise which 
was in demand for early winter tour 
outfits offers a basis upon which Mar- 
shall Field and Company are predict- 
ing Spring and Summer tendencies, it 
was said here. For sports wear all 
white and white plus brown will be 
the volume sellers, probably about 
fifty-fifty ; combination black and white 
will be a minimum seller. For dressier 
wear fabrics will be very important. 
Among these is the new pique which 
is especially good with the accessories 
of the season. There is no filler in 
these piques and many will be sold in 
white to be tinted to match costumes, 
it is said. 

As yet white kid has sold only in a 
small way but the prediction here is 
that it will be a good white kid season. 
Besides smart sandals in pique for 
dress-up wear there are some prints in 
“co-ed” cloth. These are shown in 
various popular colors such as red, blue 
ond green and brown combined with 
white. These contrast well when worn 
with all white outfits and are not de- 
signed to be worn with print dresses, 


.which require an all-color shoe to be 


effective. 

Heels for tailored shoes run 16/8; 
for dressier wear 18/8. For early street 
wear, oxfords will be headliners in four 
and five eyelets. For dress wear both 
pumps and sandals will be in demand. 
Browns are to be featured here in a 
big way. Few beiges will be sold but 
browns will be the advice of this store 
as a suitable selection with beige 
costumes. Blues will be as good as 
last year. Percentages will probably 
run about 50 per cent black, 30 per 
cent brown and 20 per cent blue. 








HEEL STYLE CHANGE 


Curious feature of heel styles! 
heels of leather are gaining. They cost more 
than do heels of wood. A while ago, when 
wood heels cost twice as much as leather, they 
gained. Prices don’t stand in the way of style, 
if it’s good. 


Built up 











Blue Chicago 


CHICAGO, ILL.—Blue both in dresses 
and in shoes is on the hum right now 
and has taken a forward leap in the 
past ten days, according to various re- 
tailers. Window displays are featur- 
ing this color in both dresses and suits. 
Shoes are trotting right along with the 
crowd. “Blues have become of im- 
portance the last ten days,” says J. J. 
Thompson at Hanan and Son; blues 
jumped into the lime-light almost over- 
night, according to E. L. MeNutt at 
Feltman and Curme’s; blues are com- 
ing back strong, according to Marshall 
Field and Company; “blues are to the 
fore,” says P. B. Collins at the Palmer 
Bootery; “blues are already in demand 
at Cutler’s,” says Ray Mann; blue is 
listed as a close follow up of black 
at Mandel Brothers. 
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WHERE TO BUY 


Women’s Shoes 


OO A ee ee 





THE DEPRESSION in the innersole of 


a shoe often causes weakened anterior 
arches of the feet. 


i ¢ 


a para Borne Shoe 






Remains flat and 
smooth thruout the 
life of the shoe. 


SHAFT-PIERCE SHOE CO. 
FARIBAULT, MINN. 
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WHERE TO BUY 


Children’s Footwear 
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MRS. DAY’S IDEAL BABY SHOES 
infants’ Soft 
intermediates 
Flexible Hard Soles. ..2-8 


Send for In-8took 
Catalog 


MRS. DAY’S IDEAL BABY 
SHOE CO. 
Locust St. Danvers, Mase. 











A FIRST WALKING SHOE 
worthy of 
AMERICA’S TODDLERS 
SWAN shoes of selected 
leathers and findings, 
particular workmanship 
and fine fitting styles 
are a profitable line for 
the retailer. High shoes, 
oxfords, one straps and 
sandals in 
stock. Moccasin 
or plain toe in 
white, tan and 
smoke elk and 
patent leather. 
Immediate de- 
livery. Write 
pric 


for 8. 
SWAN SHOE CO., INC. 
Baltimore, Md. 
New York Office—705 Marbridge Bldg. 







Blucher 











Mittleman Honored 


DETROIT, MIcH.—The cold and stormy 
evening of Jan. 29, 1934, will be 
recorded in Detroit’s shoe history as 
the occasion for one of its most out- 
standing red letter days. At this time, 
a large group of Detroit shoemen 
braved the elements to do honor to 
their most popular member, Maurice 
A. Mittleman, whom the nation’s shoe- 
men have chosen as their chief execu- 
tive. 

The Detroit shoe fraternity has for 
years enjoyed a national reputation for 
the manner in which its business and 
social meetings are arranged and at- 
tended, but the meeting of Jan. 29 was 
par excellence in its completeness and 
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AMERICAN SHOES HERE 
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FROM PARIS OPENING 





BrRocKTON, MAss.—For the second 
consecutive season Mme. Schiaparelli 
has selected Walk-Over shoes to be 
worn by her mannequins—this time at 
her February Paris opening, according 
to an announcement by Geo. E. Keith 
Company. 

To American women, Mme. Schia- 
parelli is something more than a Pa- 
risian designer—she is a genius of fash- 
ion, whose influence is felt in fabrics, 
cut and line of dress, hats, jewelry. 

It is Schiaparelli’s genius for enlist- 
ing the cooperation of nature, and mak- 
ing of clothes a cultural expression of 
life and movement, rather than mere 
ornamental drapery for the body, that 
has so endeared her to her feminine 
public. 

The new “windblown” fashion that 
will be so much the vogue this Spring 
and Summer, typifies the Schiaparelli 
conception of the living quality in ap- 
parel. The forward or backward sweep 
of the silhouette gives the wearer the 
effect of being borne along by or step- 
ping into a stiff breeze. Outstanding 
among the various shoe models selected 
by Schiaparelli is one called the “1934 
Cabana.” This shoe, a step-in type, is 
stitched and delicately perforated in an 
all-over effect of breezy movement, 
which not only looks windblown, but ac- 
tually lets the air sweep across the foot 
through the perforations. 

The texture interest in fabrics, for 
which Mme. Schiaparelli is largely 
responsible, commends rough surfaced 
leathers to those who follow this vogue. 


fullness. The Hon. Wilbur Brucker, 
ex-governor of the State of Michigan, 
and the Hon. John W. Smith, president 
of the Detroit Common Council and 
former mayor, addressed the meeting, 
complimenting the guest of honor. J. 
Lee Barrett, executive manager of the 
Detroit Convention and Tourist Bu- 
reau, presiding as toastmaster, pre- 
sented Mr. Mittleman with a brief case, 
the gift of the Detroit Retail Shoe 
Dealers Association. 

The dinner itself was prepared un- 
der the personal direction of Jim Wil- 
son, veteran shoeman now at the head 
of the Hotel Fort Shelby, while the ar- 
rangements committee was headed by 
Clyde K. Taylor, president of the De- 
troit and Michigan Associations, Na- 
than Hack, Stewart J. Rackham and 
Ernest Bradshaw. 











F. R. Breusing Resigns 


BALTIMORE, Mp.—F red R. Breusing, 
buyer for the basement shoe department 
of Stewart & Company, Baltimore, 
since the basement store was opened 
three years ago, has resigned. His 
future plans have not been announced. 
No successor has been named as yet. 








An excellent example is the Pekin tie in 
all-over Mandrucca (rugged in appear- 
ance) with perforations and a smartly 
shaped heel. 

The sports trend in everyday apparel 
has its footwear counterpart in the new 
Swago tie in scuffed Porcupine and 
criss-cross lacing around three pairs of 
bronze hooks. It is heeled for easy 
action. 

For the young foot, or the foot that 
wants to look young, Mme. Schiaparelli 
chose an open-throat model—the Chico 
in Raccoon—with form-fit leather strap- 
pings that terminate in loops through 
which the lace passes. Perforations 
have a moccasin design that carries out 
the sports effect and gives a short vamp 
look to the foot. Another, the classic 
brown and white Skippy step-in with a 
buckle-strap at the instep and leather 
heel, is called a “practical shoe’”—which 
means in the daytime you can wear 
practically anything with it and go 
practically everywhere in it. 

And, for the simple lined, tailored 
costume with the feminine touch—or 
dressmaker details—Mme. Schiaparelli 
chose an open-throat tie in kid with 
feather-like stitching that does for the 
shoe what neckwear does for the dress. 

Walk-Over shops throughout the 
country are now displaying the models 
chosen by Mme. Schiaparelli, each of 
which is designed to accompany one or 
another of the Schiaparelli creations, 
or to fit in with the tendencies which 
she inspired. 
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David Myers 


BALTIMORE, Mp.—On Thursday Feb. 
1, 1934, David Myers, founder of D. 
Myers & Sons, passed away at the age 
of seventy-one. 

Mr. Myers had retired from active 
business life several years prior to his 
death, but up until several weeks prev- 
ious to his fatal illness, had kept in 
close touch with his business. 

He was a well known figure through- 
out the industry for over thirty years, 
having started in the shoe business as 
a manufacturer’s representative. 

About twenty-two years ago, he 
founded the firm of D. Myers & Sons, 
which, through his efficient leadership 
is today recognized as one of the lead- 
ing shoe wholesalers in the country. 

In the field of credits, he was widely 
respected, having always believed that 
this was a fundamental principle in 
building a successful business. 

Mr. Myers leaves a son, Elkan R. 
Myers, who has been the active head 
of D. Myers & Sons, and two nephews, 
Elkan and Arthur Ries, sales and credit 
managers, respectively. 
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BETTER LASTING 


means better shoes 


LITTLEWAY LASTING 
means BETTER LASTING 


HAND MOTION PINCERS 
with PERFECT DRAFTING 
give TIGHT LASTED and 
SHAPE RETAINING SHOES 


No metal 
contacting the foot 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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WHERE TO BUY 


Leathers 





MANDRUCCA 


is the registered trade- 


mark of a unique, © 
grained leather of © 


superior tannage, 
of thie 


originated by &: 
gee, 


the under- 
\2 directly or by 
colorful imita- 
tion, wttt be 


signed. 
vigorously prose- 


o o_o 

WHERE TO BUY 

Men’s & Women’s 
Slippers 
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Misuse 











W. S. CHASE & SONS, INC., 
HAVERHILL, MASS. 

In Stock—Men’s Full Leather Lined 

Handturned Slippers 

Priced from $1.75 

Kid Pullman Slippers 

colors and black with 

Snap Pocket $1.35 

Zipper Pocket $1.50 


| 


KUSH-IN-EZE 


HAND TURNED 
FOOTWEAR 
IN STOCK 


—— 


Ne. 156 Black 
Kid $2.25 


tee 


No. 40! Black 
Kid $1.75 


SEND FOR CATALOG 


VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 
(Division of L. B. Evans’ Son Co.) 
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Selling Ortho-Tread Line 


Frank L. Armstrong, with head- 
auarters at room 551 Marbridge Build- 
ing, New York, is now the representa- 
tive for the ORTHO-TREAD shoe. 

Armstrong’s territory will be New 
England, New York and greater New 
York to Albany as well as the northern 
part of New Jersey. 

Having had extensive experience in 
the demonstration and selling of shoes 
of the orthopedic types he now feels 
that he is in the field for which he is 
particularly adapted. 
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< ON THE SELLING END > 


News of the Travelers and Sales Activities 
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In a letter to members of his as- 
sociation, President Leopold L. Imig 
of the National Shoe Travelers As- 
sociation said: 

“Through the courtesy of your as- 
sociation, I have been honored to act 
as the President of our National Or- 
ganization for the year 1934—an honor 
highly appreciated and a position I 
accept with full realization of the re- 
sponsibilities and work attached 
thereto. 

“Because of chaotic conditions 
existent in all industries throughout 
the country, those at the helm must 
have the united and unselfish support 
of everyone in the ranks if we expect to 
pull ourselves out of the slough and 
obtain that to which we are rightly 
entitled: a proper position in the pic- 
ture of our industry. 

“IT know of no class of men which 
has been harder hit than those of our 
profession and calling and our only 
salvation is through numerical strength 
and unity. 

“No stronger argument for organi- 
zation can be produced than the procla- 
mation of our President, Franklin D. 
Roosevelt: ‘All Industries Must Or- 
ganize.’ 

“Our organization will undoubtedly 
be called upon several times during the 
year to defend the rights of the com- 
mercial traveling shoe salesman and 
while numbers will count materially, 
dollars will also be necessary and es- 
sential if we expect to do a good job. 

“The various branches of the shoe 
and leather industry are now function- 
ing as units more profitably and 
harmoniously than was ever known, 
through the solidification of their mem- 
bers. It remains with the commercial 
traveling shoe salesman to follow suit 
and maintain the reputation we have 
held for many years. 

“The National Shoe Travelers As- 
sociation is the outstanding commercial 
traveling salesmen’s organization in the 
country. We afford protection to our 
members and extend cooperation to our 
allied branches of the industry in the 
problems common to our business, con- 
sequently to be a cooperator every shoe 
traveling salesman should substantially 
prove his appreciation of what we are 
doing by being a member of The Na- 
tional Shoe Travelers Association.” 


Passenger Fare Report 


E. C. Keleher, chairman, Railroad 
Committee, National Shoe Travelers 
Association, advises that he has re- 
ceived reports from several officials of 
the southern and western railroads 
that there has been a very favorable 
reaction since reduction of passenger 





fares and elimination of surcharge for 
sleeping accommodation on pullmans in 
those particular sections of the country 
wherein the railroads put into effect 
the reduced passenger tariff. 

More commercial men are now using 
railroads due to the fact that fares are 
more in keeping with financial condi- 
tions than for some time past and are 
making it financially possible for the 
salesman to cover cities, particularly 
long jumps, than has been the recent 
custom. 

Those roads which have put into ef- 
fect the reduced transportation rates 
have shown most decided increases in 
the amount of express and freights 
carried over their rails, which proves 
decisively that as the salesman goes on 
the road, the more business falls in his 
wake. 

The railroads of the East have not as 
yet responded to the demands for re- 
duced tariff on passenger fares as have 
the western and southern roads and 
though many conferences have been 
held and plans formulated they are 
still in a huddle. 


Baker With Elco 


George W. Baker, Jr., well-known 
member of the family that contributed 
much to the glory of Brooklyn shoe- 
making in by-gone days, has affiliated 
himself with Eleo Shoe Mfrs., Inc., one 
of the foremost style and quality firms 
in the women’s shoe division of the 
industry. Mr. Baker is now on his 
first trip for the Elco concern, calling 
on leading stores in Middle Western 
cities to promote Fashioneese shoes, 
which will become nationally advertised 
during the spring season. Mr. Baker 
will make his headquarters at the New 
York showrooms of the Elco Shoe 
Mfrs., Inc., in the Marbridge Bldg., 
when not on the road and will be glad 
to welcome old friends. 


Dave Wolf With Big “K”’ 


Harry Kirchanblatt, president of 
The Big “K” Shoe Mfg. Co., Columbus, 
is well pleased with the way the trade 
are accepting their new line of women’s 
arch support shoes. Dave Wolf, for- 
merly with the P. Sullivan Shoe Co., i 
now covering the Southern States fo: 
them. 


McCarthy With Hoeck 


Hilary McCarthy has become asso 
ciated with Hoeck Shoes, Incorporated 
of Chicago, and has been made vice 
president. He will cover the entir: 
South for this company. His head 
quarters will be in St. Louis. 
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Charles J. Mettler 


PORTLAND, ORE.—Charles J. Mettler, 
51, died at his home here after a short 
illness. 

Mr. Mettler was connected with the 
Fithian & Barker Shoe Company and 
the Craddock Terry Shoe Company for 
28 years, and for the past two years 
has been connected with the Virginia 
Lee Shoe Company. He was a member 
of Portland Masonic Lodge No. 55 
Scottish Rite and AlKader Temple. 
He is survived by his widow, Mrs. 
Grace E. Mettler, a son Milford, two 
daughters. 


Anton Worm 


GRAND Rapips, Micu.— Anton E. 
Worm, 64, who recently started the 
Worm & Sullivan shoe store, leaped 
from a window on the eighth floor of 
the Pantland Hotel here and died in- 
stantly. He leaves his wife and a son, 
Harold. 


Edgar L. Bland 


St Louis, Mo.—Edgar L. Bland, 53, 
general manager of the Peters Shoe 
Co. died at his home here Jan. 30. He 
has been ill since last November. 

Edgar L. Bland was a native of Mis- 


EDGAR L. BLAND 


souri, born on a farm near Boonville, 
Nov. 7, 1880. 

He came to St. Louis at the age of 
nineteen, and, three years later, in 1902, 
began the connection with the Roberts, 
Johnson & Rand Shoe Company which 
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was to last with uninterrupted progress 
for twenty-seven intensive years. 
Twenty-two years he spent as a sales- 
man on the road. In 1924 he came to 
St. Louis as house salesmanager, a 
position he filled until higher duties 
called for his recognized abilities. 

In May, 1929, he came to the Peters 
Branch, and, two years later, May, 
1931, succeeded the late Edwin iH. 
Peters as general manager of this 
branch, a position he held at the time 
of his death. 

In 1930 he was elected a director of 
the International Shoe Company and 
gave fully and freely of his judgment, 
loyalty, and energy in the guidance of 
its affairs. 

Thirty-three friends and business as- 
sociates of Mr. Bland were honorary 
pallbearers. Burial was at Monticello, 
Ark. 








DATES TO REMEMBER 


Lincoln’s Birthday 
Nebraska Shoe Retailers Convention, Fon- 
tenelle Hotel, Omaha ........Feb. 20, 21 
Washington’s Birthday 
Ohio Valley Retail Shoe Convention, Desh- 
ler-Wallick Hotel, Columbus... .Feb. 26, 27 
Good Friday 
Dan so chk ccs ce d= vemos oe 
Foot Health Week ................April 2-7 
Leather Opening, Hotel Astor, New York, 
[oS See aa ee ree April 16, 17 


Mother's Day 
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HOTEL 





Feel at Home 
in CHICAGO 


of HOSPITALITY 


From the Morrison tower you took down on the 
‘busiest corner in the world”; but high up in the quiet, 
homelike rooms you are far away from noise and 
hurry. Deep, soft beds bring sound sleep. No other 
Chicago hotel gives as much at such reasonable rates. 


In the Heart of the Loop Fine Garage Facilities 


® 
Only$2.50 upwithBath Home of Terrace Garden 


MORRISON 


the TOWER 


Motel 


LEONARD HICKS 
Managing Director 











and convenient 


wif your pocketbook is modest...here is an 
ideal place to stay in New York. 

g If you want convenience...you’ll find your- 
self in the center of the shopping district, 
one block from Fifth Avenue, one block from 
Penn Station. All other means of transporta- 
tion within half a block. 

a lf you want good food... you'll enjoy our 
meals prepared by women cooks...only fresh 
vegetables used...home baked pastry. 

w If you want an illustrated descriptive booklet 
with a beautiful map of New York City...send 
for Booklet M. 





1 








I. M. WIESE, Manager 





Herald Square 


116 WEST 34TH STREET - OPPOSITE MACY’S 


NEW YORK CITY 
eee 
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SALESMEN WANTED 


SALESMAN WANTED 


POSITION WANTED 








WANTED: 


An experienced salesman with trade 
established in Southwestern New 
York and Northern Pennsylvania. 
Prefer men who has sold general line. 
Real opportunity for a_ producer. 
State age, lines carried and shipments 
fur last two years. Give two reliable 
references. 
Address D-632, care 


BOOT & SHOE RECORDER 
239 West 39th St., New York, N. Y. 








SIDE LINE SALESMEN 


can earn at least $1000 a year selling 
the only Jobbers’ line of low priced 
Beach Sandals and House Slippers 
that is being sold at factory prices 
and less. Territories open, New Eng- 
land, Connecticut, New York, New 
Jersey, Pennsylvania, Delaware, Ten- 
nessee, Texas, Oklahoma. 

THE GEO. N. COHEN CO, 

Si Reade St., New York City 











S ALESMEN wanted for short snappy line of 

men’s $5 retailers, Brockton made. Give full 
information in first letter. A. Freedman & 
Sons, Inc., Brockton, Mass. 





ANTED: Salesman to handle on commission 
line of 130 patterns women’s style arch 
footwear retailing at $4.00 and $5.00; carried 
in stock. Territories open: South Carolina, 
Georgia, Florida, Alabama, Mississippi, Louisi- 
ana. The Till Shoe aati oni N. Y. 





V ANTED 


Compact,’ the 


-Salesmen_ to carry ‘‘Shu-Sno 
modern cleaner for white 
shoes, as a side line. Excellent territory still 
available. Write for proposition and sample, 
riving references. Shu-Sno Products Company, 
Portsmouth, Ohio. 


ALESMEN with following among chain and 

large shoe stores to represent Magic White 
Polish. Commissi 21 ‘erri itor, 
being 0 tive full particul ars in 
letter. American Shoe Polish Co., 156 
42nd Street, New York City. 


WANTED Salesman with good following to 
sell established line of children’s shoes in 
Southern Michigan, also to carry a complete 
line of leather and findings for the shoe repair 
trade, besides other specialties that we manufac- 
ture. Furnish references and experience. Ad- 
dress 1)-638, care Boot & Shoe Recorder, 367 
W. Adams Street, Chicago, Illinois. 





SALESMEN, established trade to sell on com- 
mission as side line. Short, Snappy line 
leather sole beach sandals, Women’s and Girls’ 
Sport Straps and Oxfords, Women’s Black Kid 
Comfort. styles, Men’s and Women’s slippers. 
All carried in stock. Territory open: Indiana, 
Ohio, Illinois, Missouri, Washington, Oregon, 
Michigan. A good money-making side line. 
Give full information first letter. Nestletoe 
Slippers, Inc., Worcester, Mass. 





ALESMAN to carry largest in stock line 

of Tennis. Slippers, and Beach Sandals as a 
side line. Commission basis. Address D-639, 
care Boot & Shoe + anes 239 West 39th 
Street, New York, N. 


B: ALTIMORE Wholesale House desires sales- 
men for complete line popular priced men’s 
and boys’ work and dress shoes. Territories:- 
Arizona. California. Colorado, Idaho. Illinois, 
Towa, Kansas. Michigan, Minnesota, Missouri, 
Montana, Nebraska, Nevada. Dakotas, Okla- 
homa, Oregon, Texas, Utah, Washington, Wis- 
consin and Wyoming. Prefer man who resides in 
States and travels bv auto. Commission basis. 
Address D-643, care Boot & es —— 239 
West 39th Street, New York, 





UTTING ROOM FOREMAN on women’s 

high-grade novelty shoes wishes position. 
College education. Fifteen years’ experience. 
Can show profit on cutting costs and develop 
quality. Knows leather. Last five years with 
one of the largest manufacturers. Also knows 
accounting. Address D-624, Boot and Shoe 
Recorder, 140 Federal St., Boston, Mass. 


VAILABLE March first, Retail Salesman 

and Window Trimmer. Age 28. Two 
years’ experience men’s clothing; Six years’ 
Women’s High Grade footwear. Intelligent. 
enthusiastic and keen selling ability. Best ref- 
erences. Interview appreciated. Address 
D-641, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 


S HOE BUYER AND MANAGER. _Ten years 
in ladies’ and family shoe store. Five years’ 
managing chain store. Made study of foot and 
arch supports. Employed but trying té better 
my conditions and change climate. Southwest 
preferred. Married. Age thirty-nine. Address 
D-640. care Boot ~~. — 239 West 
39th Street, New York, 














FOR SALE 





CHANCE. For Sale in Rockland, Mass.: 

Three factories located together. Will seli 
all three or singly. sa already to start. 
Good help. Address E. Reed Lumber Com- 
pany, North Abington. door 











LINE WANTED 





MERCHANTS’ NEEDS 








New York City 


Resident salesman with cen- 
trally located sample room is 
open for a strong line of popu- 
lar priced MOCCASINS § and 
SHEEPSKIN SLIPPERS. A 
full line of ATHLETIC foot- 
wear can be also handled ad- 
vantageously. 

ADDRESS D-642, CARE 

BOOT & SHOE RECORDER 
239 West 39th St., New York, N. Y. 








THE ROME 


Ventilated and Adjustable 
SHOE TREES 


Price 80c Pair 
in Dozen Lots 


THE ROME 
ADJUSTABLE 
BOOT TREE 


Made of Light and 
Durable Poplar 
Price $6.00 per Pair 
Write for Particulars 


All Prices 
F.0.B. Factory 


The Lowest Priced Shoe 
Tree of Its Type 


IN-STOCK 
A to D 6-11 


The Rome Shoe Tree and Custom Last Works 
74 Stanhope St. Brooklyn, N, Y.- 














CLASSIFIED ADVERT ISING RA TES” 


The rate for “Position and Lines Wanted” 


Minimum charge 75 cents. 
$1.25. 


advertisements 


When a box number is desired twelve words should be added for the address. 
word of the address should be counted. 


is 4 cents per word for all undisplayed advertisements 
For all other classified advertisements the rate is 7 cents per word. Minimum charge 


In all other cases each 


The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable in advance. 
&® Advertisements for this page must be in our New York office on Friday of the week preceding publication. ™ 








When vwriting advertisers please mention Boot and Shoe Recorder 
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MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 








New /mproved 


Pouy, Cup 
for Price lickets 
$4.00 


Gross 
Tilts at any angle 
M. D. POLLINGER CO. Holland Bidg., St. Louls, Mo. 

















WANTED TO PURCHASE 








POSTER @ DEUTSCH 
436 Grand St., New York City 
Phone Dry Dock 4-0352 
— BUY FOR CASH — 
entire or surplus stocks of 


SHOES—DEPT. STORES 


Leases d Tr tions confidential 











Buyers of Surplus Stocks 


We wi'll buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH - BLACHER CO., Inc. 


106 Duane St. New York 
Phone Canal 6-4298 and 4299 








WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Ete. 


IRVIN RUBIN 
“The House of Jobs’’ 
89 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 

















Take Her Seriously 


QuINCy, Mass.—‘Take each cus- 
tomer seriously,” says James Moorhead, 
Jr. 

This is the advice of a well-known 
shoeman to every shoe salesman in the 
country. Feet are tremendously impor- 
tant, especially to their owners. A “pet 
corn” may not mean much to the shoe 
salesman, but it’s a mighty serious af- 
fair to the customer. Take her seriously 
when she tries to explain it to you. 
Have regard for it when you try the 
new shoe on. Honestly endeavor to fit 
the foot properly with due regard for 
the corn. 

Though you aren’t an_ orthopedic 
specialist, able to advise treatment for 
all kinds of foot troubles, at least you 
can be sympathetic and take a custom- 
er’s foot foibles seriously. 

I know a good account that was lost 
recently because the shoe salesman 
passed off too lightly the customer’s 
statement that one foot tired greatly 
when she had to be on her feet for long 
hours. “Probably you have the bad 
habit of standing too heavily on the one 
foot,” he told her, “and, then, haven’t 
you put on a good deal of weight the 
last five or six years?” The woman 
flushed, was embarrassed. The man 
was making fun of her—there was al- 
most a laugh in his voice as he talked. 
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ATTRACTIVE PRICE TICKETS 


PATRIOTIC AND SPRING TRIMS 
Write for Samples 


1995 











Lavender and 
Green design on 
peach background. 





Cream board; sil- 
ver bar and dark 
blue trim. 


6 dozen @ $1.10... OR... 12 dozen @ $2.00 


Available in the Popular Denominations or Blanks 


SEASONAL WINDOW DISPLAY CARD SERVICES 


including harmonizing price tickets are sold to but ONE shoe merchant in a 
locality. Perhaps the exclusive franchise is open to YOU. WRITE FOR DETAILS. 


CHECK WITH ORDER, PLEASE, UNLESS C.O.D. 
SHIPMENT IS PREFERRED 


Merchants’ Service Dept. 


BOOT AND SHOE RECORDER 


209 So. State St., Chicago, Ill. 


Three tones of lav- 


design, white and 
purple coloring. 

















She bought the shoes he was showing 
her, paid for them, and walked out of 
the store. The shoes weren’t properly 
fitted. They quickly crushed at the heel, 
and they added to the weariness of the 
tiring foot. One sale was made, but 
the account of a family of six was lost 
on the spot. All because the salesman 
refused to take his customer seriously. 


School of Retailing 


New York, N. Y.—Courses in 19 
phases of retailing will be offered next 
semester by the School of Retailing of 
New York University, it was an- 
nounced today by Dean Norris A. 
3risco. 

Day and evening classes will start on 
Feb, 7. 

Elementary and advanced 
will be given in the various subjects. 
The topics include retail copy writing; 
color, line and design; interior decora- 
tion; personnel relations; psychology 
of interesting other people; research 
and planning in retailing; retail ac- 
counting; retail buying and marketing; 
retail copy writing; retail credit prac- 
tice; retail merchandise control; re- 
tail merchandising. 

Also, retail-store advertising; retail- 
store sales promotion; store manage- 
ment and operation; style promotion 
in retail merchandising; textile fab- 
rics; vocational guidance in school, re- 
tailing and in industry, and window- 
display essentials. 





courses 
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“= JUST WEST of BWAY 


NEW YORK 


~ 1000 ROOMS...EACH WITH RADIO 
BATH ond SHOWER, CIRCULATING 
ICE WATER, LARGE CLOSETS 


ropms $250 sures $600 














To Continue Whitmore Store 


PROVIDENCE, R. I.—Whitmore’s Shoe 
Store, located on the second floor of the 
Alice Building, is now closed and will 
soon reopen under new management, 
according to Edric R. Abel, recent 
owner. Mr. Abel bought the business 
a short time ago from Charles Tomp- 
kins. 

Mr. Abel is well known in the retail 
shoe field, having been buyer and de- 
partment of the shoe department at 
The Shepard Store, this city. 



































Windows for Spring 
[CONTINUED FROM PAGE 19] 


to good advantage, any store is serious- 
ly handicapped. Regardless of how at- 
tractive your styles may be or how ex- 
cellent your values, customers are likely 
to pass them by unless you show your 
shoes in windows that will command 
attention. 

Fortunately the requirements of the 
retail code and the rising market have 
combined this season to discourage the 
kind of exaggerated price promotion 
which proved such a demoralizing in- 
fluence in the shoe business a year ago. 
Nevertheless, we have had a month or 
more of clearance sales, when custom- 
ers were urged to buy because prices 
were low. By an early promotion of 
Spring shoes we can now get the price 
appeal out of our windows and news- 
paper advertising, substituting there- 
for the appeal of style and the natural 
impulse to buy new things in Spring- 
time. 

To get the shoe business back to a 
profitable basis it is first of all neces- 
sary to sell the cutomer something more 
than shoes at a price. Attractive mer- 
chandise, styled to meet the require- 
ments of the new selling season, creates 
the desire of possession and the urge 
to buy, but it must be shown attrac- 
tively to make this favorable impres- 
sion. Today’s buying public is win- 
dow conscious and effective displays 
must form the foundation for this sea- 
son’s promotion plan. 


W. A. Harris Reelected 


DALLAS, TEx.—W. A. Harris, Fort 
Worth, will again head Texas-Okla- 
homa Shoe Retailers’ Association as the 
result of an election at the final busi- 
ness session of the convention in Dallas 
on Jan. 31. All other 1933 officers 
were similarly reelected for the new 
year with George Baum, Corsicana, 
first vice president; R. C. Mynatt, 
Dallas, second vice president; Gus Dan- 
iels, Fort Worth, third vice president; 
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Bett Shoe Co., Philadelphia, Pa 

Boyd-Wright Shoe Co., St. Louis, 

Brown Shoe Co., St. Louis, 

Chase, W. S., Sons, Haverhill, Mass 6 

Clapp, Edwin, & Sons, Inc., E. Weymouth, 
Mass. 58 

Dodge, Bliss & Perry, Co., Newburyport, 

ass. 

Ebberts, John, Shoe Co., Buffalo, 

Endicott-Johnson, Endicott, N. Y 

Friedman, B., Shoe Co., New York City.... 

Gilbert Shoe Co., Thiensville, Wis......... 1 

Green Shoe Mfg. Co., Boston, Mass. .Back Cover 

Hanan & Son, Inc., Brooklyn, N. Y....... 37 


Lazarus Fried & Sons, Inc., New York 
City 

Levy Bros. Shoe Co., New_York City 

Lion Shoe Co., Inc., New York City 

Morris Shoe Co., New York City 

Mrs. Day’s Ideal Baby Shoe Co., Danvers, 
ME: Sinin ea ean iahan teas ea sinTaaaaat 62 

Nettleton, A. E., Syracuse, N. Y 

Nunn, Bush & Weldon Shoe Co., Milwaukee, 
igs Pincers nik ren iia: Front Cover 

Old Colony Shoe Co., Brockton, Mass...... 58 

Roberts, Johnson & Rand, St. Louis, Mo.... 29 

Saks, M. J., Shoe Corp., New York City.... 49 

Shaft-Pierce Shoe Co., Faribault, Minn.... 62 

Smith, J. P., Shoe Co., Inc., Chicago, Ill... 60 

Stacy-Adams Co., Brockton, Mass.......... 7 

Swan Shoe Co., Inc., Baltimore, Md 62 

Vaughan-Towle Co., Wakefield, Mass...... 64 


Weiss, J., Shoe Co., Inc., New York City 41-49 


HAND BAGS 


Resnick Bros. Ladies’ Handbags, Inc., New 
York Ci . 


LEATHER AND OTHER MATERIALS 


Colonial Tanning Co., Boston, Mass 
Gallun, A. F., & Sons Corp., Milwaukee, 
Wis. 

Goodyear Tire & Rubber Co., Akron, O.... 
Hunt-Rankin Leather Co., Boston, Mass.... 
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2nd Cover-64 
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MACHINERY, LASTS, MFRS.’ SUPPLIES, 
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Fitz-On Sales Corp., Worcester, Mass...... 53 
Littleway Process Co., Boston, Mass...... 63 
Mears, Fred W., Heel Co., Boston, Mass.... 53 
United Shoe Machinery Corp., Boston, 


STORE EQUIPMENT 


Grand Rapids Store Equipment Co., Chi- 
cago. I 


Claff, M. B., & Sons, Inc., Randolph, Mass. 47 


SHOE ACCESSORIES 


Pollinger, M. D., St. Louis, Mo 

Rome Shoe Tree and Custom Last Works, 
Brooklyn, N. Y. 

Simplex Shoe Tree Co., Chicago, Ill........ § 


MISCELLANEOUS 


American Tel. and Tel. Co., New York City 55 
Herald Square Hotel, New York City 65 
Hotel Edison, New York City 

Hotel Martinique, New York City........ 56 
Irvin Rubin, New York City 7 
Kirsch-Blacher Co., Inc., New York City.. 
Marbridge Building, New York City 
Morrison Hotel, Chicago, 

Poster & Deutsch. New York City 

Walk Eze, New York City 





L. H. Graves, Dallas, fourth vice pres- 
ident, and W. B. Taylor, Fort Worth, 
secretary-treasurer. 

New directors elected to fill expired 
three-year terms were Ben Phelps, 
Shreveport; W. P. Barnes, San Angelo; 
H. L. Baker, Denton; John F. Willis, 
Dallas, and Alex Hesselson, Fort 
Worth. Two-year directors who will 
continue to serve the organization are 
H. L. Davis, Waco; Carl Mueller, Aus- 
tin; William Mannefeld, Dallas; L. F. 
Tuffly, Houston, and L. H. Graves, Dal- 
las. One-year directors who will con- 
tinue are R. C. Mynatt, Dallas; W. P. 
Barnes, San Antonio; H. L. Baker, 
Denton; Ed Easton, Dallas, and Gus 
Daniels, Fort Worth. 

Resolutions condemning the proposed 
Texas sales tax, voicing appreciation to 
the city of Dallas and the Adolphus 
Hotel for boosting the convention and a 
third resolution that expressed sympa- 
thy for the bereaved family of Dr. H. 
K. Taylor, father of the organization’s 
secretary, Walter W. Taylor, were 
passed. The resolutions were drawn up 
by Carl Mueller, Austin; George Baum, 
Corsicana; Gus Daniels, Fort Worth. 

Fort Worth was awarded the 1935 
convention with the Texas Hotel as 
headquarters. 

“Our various committees will be ap- 
pointed later during this year,” said 
President Harris. 


Changes Management 


GREENSBURG, IND.—The Leader Shoe 
Store here came under new manage- 
ment recently when George L. Tovey 
of Indianapolis, who has been in 
partnership with Clifford P. Kirk- 
patrick in the store’s ownership, took 
complete charge. The store was opened 
in July, 1925, and Mr. Kirkpatrick 
operated it as resident manager. The 
manager now will be Raymond Smith 
of Indianapolis, who has been with 
the George J. Marott store for some 
years. 


Ray A. Cooper Transferred 


A. Cooper of 
Hamilton, Ohio, has been transferred 


AKRON, OHI0O—Ray 
from Huntington, W. Va., where he 
managed a Nunn-Bush shoe depart- 
ment, to this city. He is now managing 
the Nunn-Bush shoe department in 
Walker’s Hart Schaffner and Marx 
store. 





When writing advertisers please mention Boot and Shoe Recorder 


















Your children’s shoe department can be 
one of your biggest business builders — as 
it pulls into your store at least one adult 
prospect with every children’s shoe prospect. 
It is, therefore, important to feature in 
your children’s department the line of shoes 
that will tie-in with your adult shoes, as 
well as the line that offers outstanding 
advantages in children’s shoes. Vitality 
Health Shoes completely fulfill these two 
important profit building requirements. 


Vitality Health Shoes for children offer 
many additional, attractive sales features to 
dealers. The “vitality principle” insures 
correct support and flexibility for active 
and growing foot structure—and has strong 
sales appeal to parents. All-leather con- 
struction and genuine quality standards 
assure long wear. Popular styling and 
pricing mean volume sales and rapid turn- 
overs. Exceptional and well-balanced In- 
Stock Service rounds out a retail shoe 
picture which offers unusual profit possi- 
bilities to alert shoe dealers. 


Complete widths and sizes. Priced according to size, $2.00 to $5.00 


VITALITY SHOE COMPANY «: ST. LOUIS 
Branch of International Shoe Company 


Nationally Advertised in WOGUE * LADIES’ HOME JOURNAL * McCALL’S » PHOTOPLAY » GOOD HOUSEKEEPING 


Vitality Health Shoes 
FOR CHILDREN BRING IN 
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[VITALITY 
\ Health Shoe, 
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WOMEN’S MEN’S BOYS’ 
AAAA to EEE AAA to G AtoE 
Sizes 2to 11 Sizes 5to 14 Sizes1to6 
$6 and $6.75 $5 and $6 $4 and $4.50 


Vitality Growing Girls’ and Thrift Grade Shoes for Women $5.00 


THE PARENTS 








GOING BIG IN THE SUMMER LANDS 


in volume proportions tha: \ 

















Manufacturers cannot be expected to carry 
the requisite volume of stock shoes in 
white LEVOR Kid this year. They will 
have all they can do to fill the make- 
up orders which will commence piling-up 
just prior to Easter. 


Unpreparedness for heavy demand 
leads to substitutions. | White 

LEVOR washable Kid is the 
most satisfactory white 
upper stock. 
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OF WINTER-TIME AND COMING NORTH 


will eclipse former record 























You can give your customers all these advantages 
of white LEVOR washable Kid without adding to 
cost. But your orders should be placed in 
reasonable time. 


LEVOR is prepared for this record-breaking 
white Kid year and for an increase of over 
40% in volume which retailers and manu- 
facturers may likewise anticipate. 


G. LEVOR & CO., INC. 


Tanners over 58 Years 
GLOVERSVILLE NEW YORK 
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SPORT SHOE SALES ARE 
JUST AROUND THE CORNER 


Spring Will Bring a Big Demand 
for the Famous Ball-Band Line 


In little more than a month spring 
will arrive officially. Boys’ minds will be 
turning to thoughts of the great out- 
doors. To footwear dealers this means 
increased demand for canvas sport shoes 
which are, year by year, becoming more 
and more popular. Ball-Band quality 
and_ craftsmanship 
have played a grow- 
ing part in the de- 
mand for this type 
of shoe. Ball-Band 
advertising carries 
the message of 
Ball-Band value into 
thousands of homes 
throughout the coun- 
try. Dealers tell 
Ball-Band salesmen 
... and write the fac- 
tory ...that you just 
can’t go far enough in praise of the 
Ball-Band Sport Shoes. They say 
wearers are particularly well pleased 





with the STA-KLEEN insole which 
does not crack nor “roughen up,” does 
not absorb perspiration, and helps 


to keep boys’ feet clean and healthy. 
They like the way these faster, finer 
sport shoes are built—reinforced from 
heel to toe. And in the new Wearmore 
style they find that the suede leather 
inlay in the vamp adds a great deal of 
wear at a very low cost. In fact, 
Ball-Band Sport Shoes fast become best 
sellers wherever they are stocked, dis- 
played and shown to customers. Wise 
dealers are now checking anticipated 
needs—making liberal allowance for a 
greater demand this year. 


SPRINGTIME AND ARIELS 

The flowers that bloom in the spring 
certainly need and appreciate rainy 
spring days just as 
folks who have to go 
out into the rain cer- 
tainly need and appre- 
ciate Ariel rubbers. In 
fact, Ariels are so light 
in weight, so neat and 
trim in appearance, so 
stylish and fine-fitting that it’s a pleas- 
ure to wear them. It would be well to 





make sure that you’ll have an ample 
stock to supply the demand, 
will be sent on request. - 


Samples 








THREE TESTS 


Test by Toasting 


Ball-Band products go through some 
pretty tough tests at the factory, but 
it remained for a deputy sheriff in Ten- 
nessee to find a new 
one. In a recent letter 
he says, “In July, 1932, 
I put my Ball-Band 
overshoes in one of the 
vaults of the court- 
house. That same night 
the courthouse caught 
fire and burned down and the over- 
shoes had to remain in the vault for 
three days an account of the heat. I 
am still wearing them today and there 
is not a break in them.” 








Test by Time 
“What is the life of a good rubber 
boot?” writes a Ball-Band user. “28 


years ago my wife’s father bought a 
pair of Ball-Band Rubber 





y, Boots. He wore them until 
he died in 1917. I have 
been wearing them since 


1917 and now they are be- 
ginning to leak. Do you 
think they have done their 
duty or do you think they 
should have worn me longer? Or what 
do you think?” We think, sir, that 
those boots deserve a well-earned rest. 
What do you think? 





Test by Tradition 
They say when a person does a thing 
twice it is apt to become a habit; when 





W. F. Michelfelder 

have been in the 
Be They have handled 
Ball-Band PS during all that time. 


he does it three times it may become a 
: tradition. C. A. and 

shoe business in New 

os foe Washington, Ohio for 

ean three generations. 

Tradition doesn’t stand in the way of 
progress; it makes progress all the 
more certain. 





Things Like These Make It 
Profitable for Dealers to 
Carry and Sell Ball-Band 


Ball-Band Sales Helps are always 
available. All you have to do is to ask 
for them. 

Dealers profit by Ball-Band’s 46-year 
reputation for quality. 

The Ball-Band catalog for 1933-34 is 
yours for the asking. 

Entire families can be outfitted with 
Ball-Band footwear, for every season 


of the year. 

The “Red Ball” is full of helpful sug- 
gestions to merchants. You can receive 
it regularly by writing Editor, The Red 
Ball, Mishawaka, Ind. 

Improved conditions send more and 
more people into stores for Ball-Band, 
the quality footwear. 

Advertising in boys’ publications this 
Spring will boost Ball-Band Sport Shoe 
sales. 

Ball-Band has new up-to-date lasts 
especially designed to fit women’s and 
growing girls’ low heeled shoes. 

Ariel window displays are especially 
profitable at this time of the year. 

No other basketball shoe compares 
with “Ball-Band Official” for fast, sure 
footwork. 

If your local team needs new shoes 
for tournament use, write us. 


Wait for the Ball-Band Man 


The 1934 Ball-Band line is without 
question the finest line that Ball-Band 
Salesmen have ever shown. For Smart 
Styles that are 
Safe, for Quality 
that Builds Good 
Will, for a Com- 
. plete selection 

from five Great 
py Lines that give 

X ™ you all the ad- 
vantages of concentration, and for 
Footwear for Every Season, you will 
want to see the 1934 Ball-Band Line. 
The Ball-Band Man is in your vicinity. 
He will surely call on you, but if you 
want to see his samples soon send a 
card to the company and arrangements 
will be made promptly, without obliga- 
tion to you, to have him call. Wait for 
the Ball-Band Man, 














This news page is published periodically by the Mishawaka Rubber & Woolen Mfg. Co., 
Mishawaka, Ind., to keep merchants informed about the latest developments in BALL-BAND Rubber Foot- 
Fabric Summer Sandals .. . 


wear .. . Canvas Sport Shoes... 


Leather Work Shoes.. 


280 Water St., 





.and Woolen Footwear. 


WE DO Our PaRT 
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WHAT ARE YOU DOING TO MAKE 
YOUR BUSINESS MORE PROFITABLE ? 


HE question, ““What can I do to increase my profits?” has been uppermost in the shoe- 


man’s mind, especially during the last few years. 
beginning of business history. Countless schemes and plans have been tried . 


same question is being asked. 


The answer to this question is not so difficult 
as it seems. We will answer by asking several 
questions: 


Why do customers travel for miles, passing many 
shoe stores that sell shoes just as good if not 
better, in order to purchase shoes at one par- 
ticularly preferred store? 


Why do customers wait patiently a long time— 
so that some particular individual may fit them 
with shoes? 


Why do these satisfied customers go out of their 
way in recommending to their friends—a cer- 
tain shoe store or individual, even though the 
location may be a greater distance from home? 


Is it the splendor of such a store? Is it lower 
price? Is it better quality? ... newer styles? 
Handsomeness of the shoe fitter? None of these 
factors have anything to do with it. There is 
but one outstanding reason for this preference 
and that is— 


SCIENTIFIC SHOE FITTING 
and knowledge of the foot 


One-time buyers are not your best customers; 
your repeat buyers are your very best and most 
profitable trade. Thorough satisfaction with 
every pair of shoes is what makes repeat pur- 
chasers. 


Now then—what is the nucleus of customer 
satisfaction? It is the shoe fitter. On him de- 
pends the very success of your business. He is 
a profit and valuable asset to you—because the 
shoe fitter who has learned his business, who 
has acquired knowledge, is capable of correctly 
analyzing the true condition of his customer’s 
feet, their peculiarities of form, type of last and 
pattern required for the particular individual’s 
foot, in order to insure the greatest comfort 
when the feet are in action. 


The scientific shoe fitter knows the correct 
answers to all shoe fitting problems. . . applies 
his knowledge and leaves nothing to chance or 
guesswork. 


Isn’t it interesting to reminisce over the old- 
fashioned way of doing business. . . like the old 


It has always been asked since the 
. but still the 


resin bag we used to slap into the shoe to pre- 
vent it from slipping at the heel... or the 
rubber cement to perform the same job? Cus- 
tomer’s hose soiling? All that was necessary 
the sale was made. . . and wasn’t the shoeman 
patting himself on the back when he’d made a 
sale of a shoe fitted to a peculiar type of foot, 
when the shoeman knew it didn’t belong on 
such feet? But was it clever salesmanship? Did 
the customer come back? 


[tis different today. The buying public demands 
intelligent service. They expect skilled shoe- 
fitting. The shoeman who has trained himself, 
his every action. . . even to the deft movements 
of his fingers to denote confidence and supreme 
efficiency ... has come into the retailing pic- 
ture. . . tostay. Such a trained shoeman meas- 
ures feet with accurate precision, renders expert 
advice intelligently, fits shoes to feet 1 in such a 
manner as to give the buyer the maximum of 
comfort and wear, without having to sacrifice 
individual style preference or taste. 


The expert shoe fitter knows what appliances or 
remedies help to render this foot comfort . 
and repeat business . . . the fundamental of re- 
tail success. Any store, with such a personnel of 
trained shoe fitters must stand out above all 
competition. The line of least resistance must 
be forgotten. 


Without any heavy outlay you can incorporate 
Dr. Scholl’s Foot Comfort Service as an integral 
part of your shoe business. How—will be fully 
explained by our representative without any 
obligation on your part, if you will fill in and 
mail the coupon below, to nearest office. 


THE SCHOLL MFG. CO. 
213 W. Schiller St., Chicago 
62 W. 14th Street, New York 


Please send me full particulars of the Dr. Scholl’s Scien- 
tific Shoe Fitting and Merchandising plan without 
obligation. 

Name 

Address 


City and State 
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by specifying 


FITZ-ON 


removable 
* TOP-LIFTS 


Fitz-on tops are wanted by every woman 
who sees them. 





They are entirely practical, and longer wearing 
than most other tops. 


They are available on shoes carrying any style 
of Cuban or Louis wood heels. 


Fitz-On top refills are not sold by cobblers — 
women can get them only from stores selling 
Fitz-On equipped shoes. 


The first retailers to sell shoes with Fitz-On tops 
in each city are reaping a tremendous sales 
advantage. 


Your shoe manufacturer can supply them upon 
demand at less extra cost than the profit on one 
sale of refills—the average is nearly three such 
sales for each pair of shoes. 





FITZ-ON SALES CORPORATION FRED W. MEARS HEEL CO. Inc. 
356 Franklin Street 140 Federal Street 
WORCESTER MASSACHUSETTS BOSTON 
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IN STOCK 


seracaaaen 3 BRANDED AS DESIRED 


STS east: 












poe: kaa ass ac Lae wetensonild 

; Style No. 3015 Style No. 445 

+; DULL BLACK CALF St. GE €-4-4.F 

Black Patent Lacing Grey Calf Lacing f 





$3.85 








STOCKED 
5 WAYS 







, SIZES 
to9 








Style No. 982 
‘cian WHITE CALF | 


$3.65 ; 
' sc8 


Style No. 946 
WHITE GENUINE BUCKSKIN 
Brown and ~~ _ Calf Trim 


Se ne ae SELL RIOT 





ae le No. 869 


| TAUPE CRUSHED PORCUPINE CALF 


Brown Calf Lacing 
$3.85 







DAV-MINORE SON, INC: BATAVIA NEW YORK : 
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Exquisite in every detail of workmanship, Queen Quality 
shoes live up to their name-Queenly in fashion... regal 
in quality. For more than 35 years these splendid shoes 
have been selected by women who appreciate really 
fine shoes and have a keen eye for value. 


A comprehensive and continuous campaign of Queen 
Quality national advertising is building an even larger con- 
sumer acceptance for these shoes and making the Queen 


Quality agency more attractive to dealers than ever. 


New Catalog of In-Stock Styles Available on Request. 


ee Oe 
Risin 


The Ashley pattern 
stocked in Taupe, 
Marine Blue, White 
and Black Kid is only 
one of a wide range 
of seasonable and 
fast selling styles in 
stock for your con- 
venience. 


QUEEN QUALITY SHOE COMPANY » ST. LOUIS, MO. 


Branch of International Shoe Company 
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